EVENING PROFITS 


Wind me once a week 
and I do it every day. 


Why Display Men 
Like Tork Clocks 


1. Because a Tork Clock insures regu- 
lar lighting and the largest profits from 
good window displays. 


2. Because a Tork Clock does not need 
to be re-set after turning lights on or 
off by hand when trimming windows. 


FREE DEMONSTRATION. S$ 


TORK CLOCK 


ty 


Tork Clocks are built for the Tork Company 
by the Ansonia Clock Company, makers of fine TORK COMPANY 
clocks for more than half «z century. Tork Service 


es long life and good performance at reason - 8 West 40th Street, New York 
able cost, 
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“Wo iasuaee Light” 
Y-RAY Reflectors od 
and a SAE 


Put It To Work For You! é 


fame’, WELL LIGHTED 
SHOW WINDOWS 
SELL GOODS! 


Jove No. 600 _° @Color Ray No. 66 
For 50 100-Watt Lamp attached to “Jove” 











Write Today for Our Free Book on Store Lighting with X-Ray Reflectors! Learn 
How to Make Color Lighting, Floodlighting, and Spotlighting Pay for Themselves 
in a Very Few Months. A post card will do. 


Curtis Lighting, Incorporated 


AGrouping of 
NATIONAL X-RAY REFLECTOR Co. 
X-RAY REFLECTOR CO.OF NEW YORK,INGC. 
LUMINAIRE STUDIOS,ING. 


“Wb Flarness Light!” 


31 W. 46th St., 1136 W. Jackson Blvd. Merchants Nat'l Bank Bldg., 


New York CHICAGO Los Angeles 
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Merchandising Contest Is Notable 
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Outdoors Provides Display Ideas ge ap redhbong ian Displaymen, I. A 
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By Milton Hartmann 


By Irving May 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 
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Representative WINDOW DISPLAY produced by 


Edwards & Deutsch Lithographing Company 


Showing one of eight panels of Window Displays and Window Posters 
being exhibited at the London Convention of the Associated Advertising 
Clubs of the World, July 14 to 19. Send your specifications for prices. 


‘Edwards & Deutsch Lithographing Company 


2320 So. Wabash Ave., Chicago Color---Offset and Display Lithographers 2101 Sycamore St., Milwaukee 
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Merchants Should See Display Exposition 


ITH such a remarkable manufacturers display 
exposition as that staged this year in con- 
junction with the Internatonal Association of 
Display Men, the question arises, was the 
maximum result obtained? We would say 

not. Such an exposition -was deserving of the gaze and 
participation of not only displaymen, but merchants and 
manufacturers, in fact every person interested in window 
display from any angle. There should even have been a 
night or two for the public to gaze upon the wonderful 
exhibits. 

Following the convention of 1923 at Cleveland, The 
DISPLAY WORLD, on this publisher’s page, urged that 
the manufacturers get together and organize to conduct 
their own exposition. Now that the twenty-seventh an- 
nual convention of the I. A. D. M. has passed into history, 
The DISPLAY WORLD can see more than ever the advisa- 
bility of doing this. Not that the exposition was not all 
that could be hoped for—it was-even ahead of that. Much 
advanced over 1923 exhibits at Cleveland, which were scat- 
tered around a hotel, this year’s displays were housed in 
one great hall. But instead of the aisleways being thronged 
and jammed with the very men who should actually see the 
exhibits—the merchants and national advertisters—there 
were only scattering crowds of displaymen. 

It has been constantly said at conventions of the I. A. 
D. M., that first of all the displayman should “sell” his 
story and his work, its importance and value, to the “boss.” 
It has been pointed out that unless the boss was “sold,” 
the display work in that particular establishment would 
lag behind. Perhaps that boss has not obtained the vision 
of the display field that the displayman has. Then what 
would serve better to do that than such an exposition as 
was assembled together this year in Buffalo. 

One of the noticeable features of the opening day of 
the conventon was the presence of some of Buffalo’s mer- 
chants—among them the foremost business men of that 
city. The moment they entered Broadway Auditorium, 
they expressed amazement at the magnitude of the exhibits. 
The minute the Mayor of the city stepped inside the door- 





way, he registered his surprise, and he supplemented this 
in his address of welcome, when he urged the displaymen 
to provide a time when the orphan children of the city 
could visit the Auditorium and view the remarkable ex- 
hibits, some of which were highly educational. These little 
incidents are evidence of the necessity for some attention 
to the immediate study of the tremendous value and impor- 
tance of a display exposition once a year that will have 
present not only the I. A. D. M., but the merchants, big 
and small in all lines of business; the manufacturers of 
nationally advertised products, the W. D. A. A., and in fact 
all persons interested in any way in window display. Then, 
such an expositon will be of distinctive and positive value 
to the manufacturers, or exhibitors. 

There is no reason why the manufacturers should not 
form an organization for the purpose of conducting such 
a display exposition. Let it be held in conjunction with 
the I. A. D. M. convention, but functioning as an entirely 
separate and distinct unit. It is true that the exhibits, in 
the past, have been the means of financing the conven- 
tions, but some arrangement could be made whereby the 
association still benefit, but the management and details 
left to the manufacturers’ organization itself. Again, the 
manufacturer will: have a direct influence on the atten- 
dance of the merchant, and he can make certain of that 
merchant’s attendance, where the displayman might not 
be able to get that merchant—his boss—to consent to at- 
tend. Once he is able to view the great’ exhibits, such as 
found in Buffalo this year, the displayman will not longer 
need worry about sellng the “boss” first. He will be the 
greatest display enthusiast of all. 

Special credit must be given the management of this 
year’s exposition and Phillip Bellanca, the Buffalo display- 
man, who directed this portion of the I. A. D. M. convention 
program is deserving of special praise. But still, in spite 
of Mr. Bellanca’s successful efforts, some of the exhibitors 
were complaining that the returns did not justify the efforts 
they had put forth. It is a subject worthy of the attention 
of the manufacturers, the I. A. D. M., and all concerned 
in the display field at the earliest possible moment. 
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The latest in Period Design 
DISPLAY FIXTURES 
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Formed by a correct adaptation of Italian pa 
Renaissance (Tuscany) Design for Display tir 
Fixtures. m: 
é pr 
Note the graceful and unusual appearance of a 
the new Design, which has been carefully ue 
planned and designed so that the line of Fix- “di 
tures is complete and practical in every piece ne 


A Group Arrangement of Fixtures for Unit Display. and: detail for display work 
. th 


A carefully designed Period when adapted for 

Costume, Blouse and window displays, forms a unified and harmon- 

Waist Forms ious setting for merchandise which thus at- 

tractively presents your articles of wearing 

apparel, fabrics, etc., in a manner that is cer- 

tain to create favorable comment and produce 
sales. 


always correct for display of 
latest styles in wearing appa- 
rel, with flesh colored enamel 
busts, white jersey covering, 
flat and low cut bust line, en- - 
larged waistline, straight skirt 
—form correctly posed to 
show merchandise properly. 
Flat shoulders, plain top or 
button shoulders, dome top, as 


A booklet which completely describes the 
Design is now available and will be gladly sent 
at your request. 





No. 5509 - It forms the latest information on Display 
Fla: Top Displayer Fixtures, and will thus complete and supple- 
ment our “Merchants’ Guide”, a copy of which 


lesired. 
saps, ‘you now undoubtedly have in your files. 
In order to keep them complete, ask us for the 
H h Italian Renaissance (Tuscany) Design booklet. 
ug Lyons & Company Fifteen Period Designs in wood to select from. 
Lansing, Michigan Five excellent Designs in metal. 


SALES OFFICES ~ “The attractive arrangement of merchandise 
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Chicago— 217 W. Jackson Blvd. in siapiey windows produces splendid sales 
Saltore— Mo. 2B; Rane me: ‘results.”—Wood, metal and papier mache Dis- 
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Merchandising Contest Is Notable 


Celebration of three hundred millionth pair of hose an unusual event 
—Other great national contests concluded 


By F. C. ZILLMAN 
Sales Department, Phoenix Hosiery Co., Milwaukee, Wis. a 


ILESTONES in industrial history are fre- 
quently passed by unobserved. The mo- 
mentum which characterizes American 
business “push” often carries a commercial 

enterprise to a point where epochal events can be 
thought of only in retrospect. ‘Many a House of 
Smith or a Jones Corporation has suddenly awakened 
to the fact that “Est. 189-” might have been adorning 
their stationery these last so many annums, had but the 
passing anniversaries been noted. 

But occasionally the happy thought that an epochal 
event is about to transpire, dges occur to a company 
official. So it was with John E. Fitzgibbon, vice-presi- 
dent and general manager of the Phoenix Hosiery Com- 
pany of Milwaukee, who, as he perused some cumula- 
tive figures of a report, one morning early in 1924, 
made the discovery that soon, very soon, an amazing 
production figure would be achieved. He hastily con- 
sulted manufacturing schedules for verification. It 
was true. And the particular industrial milestone 
which in this instance was not to be permitted to be- 
come history unnoted, was this—the manufacture of 
the 300 millionth Phoenix hose! 


Three hundred million hose! Indubitable evidence 
of the marvelous development and growth of Phoenix 
sales over a ten-year period. More than enough to 
twice clothe the feet of every man, woman and child 
in the United States. Mr. Fitzgibbon has a pencil that 
likes to arithmeticize, and immediately it was deduced 
that 300 million hose, laid end to end, would encircle 
the globe six times; 150,000 miles of hosiery—an ap- 
palling figure! But not appalling enough for the arith- 
meticizing pencil. Ah, no! It further established the 
facts that more than a billion miles of stout silk thread 
had gone into the making of the 300 million, or enough 
to run twelve times the distance to the sun; that more 
than 20 billion silk worms had spun the silk; that a railroad 
train traveling continuously at a speed of 60 miles an hour 
would require over 2,000 years to traverse the thread mile- 
age; that—but wait, maybe you would like to do a little 
arithmeticizing yourself. 

And so it happened that a great hosiery merchandising 
campaign was planned by the Phoenix Hosiery Company, 
a celebration commemorating the great manufacturing 
achievement. Unique plans were developed, involving the 
cooperation of dealers who had been an integral element 
ir the growth of the Phoenix Hosiery company. Special 
fixtures were designed for use in a nation-wide window 








First Prize Winning Display, by Carl Ahlroth, for Hamburger’s, Los Angeles, Calif., in Phoenix Contest 














THE DISPLAY 


First Prize Winning Display, Phoenix Contest for Smaller Cities, Won by O. J. Gray, Display Manager, J. Hepburn 
Walker, Mendota, Ill. ; 


display. A prize contest to arrive at a title for an oil 
painting of the “Phoenix Girl,” a development of the cam- 
paign, was decided upon. This painting was cleverly re- 
produced for use as part of the display material, and ac- 
companying placards invited the public to send in apt slo- 
gans, phrases or sentences as a title for the painting. 


Fifteen hundred sets of display material were ordered 
‘and a prior announcement from which essential details 
purposely were omitted, was sent to the trade. A return 
mailing card was included and 2,500 of these came back 
expressing a desire to cooperate in the celebration of a 
“Phoenix Hosiery Week EXTRAORDINARY,” and request- 
ing further details. Twenty-five hundred additional sets 
of fixtures were then ordered, or 1,500 in excess of the 
number of replies received. The celebration augured fair 
to become what its originators hoped it would be—the 
greatest merchandising campaign in hosiery manufacturing 
annals. Followed a second and more elaborate announce- 
ment relating in detail the story of the “300 Millionth” 
and all facts concerning the approaching celebration. The 
prize contest was featured by its simplicity; the scheme 
was plainly stated and there was an absence of stringent 
or complicated rules and regulations. A total of $1,500 in 
prize: awards was offered contestants to be divided as 
follows: 

First prize, $1,000; second prize, $200; third prize $100; 
four prizes of $25 each, and ten prizes of $10 each. 

The replies to this second announcement ‘reached an 
astonishing figure, so greatly in excess of the number an- 
ticipated and upon which the order for materials was 
based, that it soon was evident that the cooperation of 
many dealers would have to be declined. Although the 
supply of fixtures ordered had appeared to be ample, the 
tremendous returns taxed the facilities of the producers 
and it was not humanly possible to procure within the 
necessary time the additional display material demanded. 





Therefore, in justice to those who had responded promptly, 
the company adopted a policy of filling requisitions for 
display fixtures in the order in which they were received. 

The Phoenix Hosiery Company felt a quickening sense 
of appreciation at the desire to co-operate manifested by 
the dealers, for it foretold the success of the celebration. 
They wished to make it a happy and compensating exper- 
ience also for those more directly concerned in its under- 
taking. To this end a series of prizes was offered for the 
best and most attractive window displays used during “300 
Millionth” Phoenix Hosiery Week. Like the slogan con- 
test, the window trim contest was free of stringent rules 
and was so arranged that merchants in both large and small 
cities would have an equal opportunity to win the prizes 
offered. 

This contest proved to be one of the most inspiring 
features of the campaign. It developed that of the 4,000 
dealers who used the displays nearly one-fourth were also 
contestants for the “Best window” prizes. To be exact, 
989 window displaymen participated in this feature of the 
celebration. 

The winners were: 


GROUP No. 1—Population 50,000 and over: Ist prize, 
Hamburger’s, Los Angeles, Calif., Carl W. Ahlroth, dis- 
play manager; 2nd prize, H. P. Wasson Co., Indianapolis, 
Ind., R. M. Davis, display manager; 3rd prize, The Cres- 
cent, Spokane, Wash., J. Allyn Dean, display manager; 
4th prize, Mandel Bros., Chicago, Ill, A. H. Kagey, dis- 
piay manager. 

GROUP No. 2—Population 25,000 to 50,000: Ist prize, 
Henderson Hoyt Co., Oshkosh, Wis., Theodore Schloerb, 
display manager; 2nd prize, Linn & Scruggs Co., Decatur, 
Ill, Clark M. Uhler, display manager; 3rd prize, Gilmore 


Bros., Kalamazoo, Mich., H. M. Brink, display manager; 


4th prize, The Emporium, Asheville, N. C., E. R. Eberly, 
display manager. 
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GROUP No. 3—Population 10,000 to 25,000: Ist prize, 


-Sonnenberg’s, Hannibal, .Mo., L. M. VanCoutren, display 


manager; 2nd prize, Daly Bros., Eureka, Calif., Geo. F. 
Binager, display manager; 3rd prize, Continental Clothing 
Co., Fond du Lac, Wis., W. A. Wanish, display manager ; 
4th prize, McCoy’s Department Store, Waukesha, Wis., 
R. W. Robinson, display manager. 

GROUP No. 4—Population 10,000 and under: Ist prize, 
J. Hepburn Walker, Mendota, Ill, O. J. Gray, - display 
manager; 2nd prize, The Buckner-Ragsdale Co., Cape 
Girardeau, Mo., Geo. W. Steck, display manager; 3rd prize, 
Nels Peterson Dry Goods Co., Arlington, Wash., S. B. 
Reid, display manager; 4th prize, Hale Dry Goods Co., 
Stoughton, Wis., Fritz C. Kroken, display manager. 


“30 Millionth” Phoenix Hosiery Week went over big. 
Big from a standpoint of conspicuous sales value to the 
dealer—big as regards interest manifested by the public. 
$5,000 title suggestions were received, which is probably 
a record, since the period of the contest was of only a 
week’s duration. A corps of clerks tabulated and classified 
them for the convenience of the judges who made the 
following selections: 


First prize—“Facing the Inevitable.” Won by Lawrence 
Hirschberg, New York City. 


Second prize—‘Knee-Deep in Silken Beauty.” Martin 
J. Broderick, Detroit, Mich. 


Third prize—“Quality At Your Feet.” Mrs. Bessie Lehr- 
ing, Louisville, Ky. 


Twenty-five dollar prizes—“Knee-Deep in Satisfaction 
—Phoenix Hose,” Mrs. Alfred J. Cohn, Milwaukee, Wis.; 
“Knee-Deep in Happiness,” E. B. Mason, Gadsden, Ala.; 
“The Foundation of Womanly Charm,” L. E. Jewell, Chi- 
cago, Ill.; “Wherein the Feet of Millions Tread,” Laura V. 


_ Jones, Bloomington, Ind. 


Ten dollar prizes—“Friends Who Wear Well Together,” 
W. J. Beers, New York City; “Phoenix Hose Endears 
and Endures,” Peter F. Cavanagh, New York City. 
“Every Pair of Phoenix Holds a Friend,” Miss Janie 
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Culbreth, Fayetteville. N. C.; “ A. Woman’s Growing Glory 
—Phoenix Hosiery,” Harry Heilbrun, Mt. Vernon, N. Y.; 
“Phoenix Glad,” Miss Alvina Meyers, Denver, Colo.; “A 
Feast for the Eyes, a Treat for the Feet,” M. D. Penny, 
Denton, Texas; “In Good Standing—Phoenix,” Hal LaBernz, 
Denver, Colo.; “A Wise Investment in Lovely Vestment,” 
Marietta M. Simmons, South Portland, Maine; “The Intro- 
duction to a Lasting Friendship,” Maude Brown, Saginaw, 
Mich.; “Understanding Beauties,” Deane E. Alexander, 
Brockton, Mass. a 


The purpose of “300 Millionth” Phoenix Hosiery Week 
was primarily to mark an epoch in an industry; it was in the 
nature of a birthday party affair and offered an opportunity 
to point to real prestige and listen to plaudits. The idea 
on the other hand, worked out as a hugely successful 
merchandising scheme with all of the elements that should 
delight the merchandising analyst. Thus, taking distribu- 
tion, there was response from every state, territory and 
possession and a resultant broadcasting of the Phoenix 
message to all points. Four thousand window displays of 
a single commodity. According to authoritative advices 
the greatest number of simultaneous window displays on 
record. 

Sales? Yes, indeed. Probably more hosiery was sold 
between May 4th and May 11th than had ever been sold 
before over a like period. Many dealers reported two and 
three times the normal Phoenix sales, this in spite of the 
fact that no so-called “specials” were offered, the regular, 
generally accepted retail prices prevailing. 


Heywood-Wakefield Display Contest Distinctive 


S. Kann Sons Company of Washington, D. C., have 
been awarded first prize in the $1,000 window contest just 
staged by Heywood-Wakefield Company, manufacturers of 
baby carriages and reed and fibre furniture. Seven hun- 


dred and seventy other dealers representing every state 
in the union were entered in the contest and the judges en- 


(Continued on page 58) 





Artistic Display by Raymond T. W hitnah, Display Manager for Crosby Bros., Topeka, Kansas, Winner of Furst 


- Prize in Nemo Corset Week Contest 
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Outdoors Provides Display Ideas 


Prominent displayman believes communion with Nature the greatest 
asset to his work and verifies it through his windows 


By GEORGE A. SMITH 
Display Specialist, New York City 


Y getting close to Nature, I believe the dis- 

playman, if he has any love at all for the 

Great Outdoors, will find his closest con- 

tact for window displays that will prove 

magnets for the human interest and purchase desires of 

the public. The knowledge obtained by my study of 

_Nature has been utilized in my work, and that is why 

I have been able to produce displays that have created 

so much ¢omment, such as the United States Rubber 
Company’s displays, and others. 

There are very few displaymen who are naturalists 
and who really know how to reproduce the outdoor 
scenes: in the show window, and I urge upon all of 
them that they give more attention to Nature—that they 
get out in the open whenever the opportunity presents 
itself. There they will find ideas they never dreamed 
of, that can be transmitted to the display window very 


easily. Having been born in the West, and having had 
the experience in hunting, camping, fishing, riding and 
all sorts of outdoor recreation, I find through my very 
close study of nature it is very easy to execute the ideas 
that I have in mind. I spend an average of three 
months each year in the open—fishing, camping, hunt- 
ing, and studying nature, trees, flowers, birds, etc. 


I have also built a cabin in the woods of New Jer- 
sey, which I use as a studio and where I go almost 
every week for a day or so. Here I am able to formu- 
late ideas that I carry back to New York and put into 
execution in the windows in my studio, or in the win- 
dows of the firms, for which I install displays. The 
accompanying illustrations show some of my work along 
this line. Even the figures used were the exact coun- 
terparts of persons I met while on some of my expedi- 
tions. 


One of Geo. A. Smith’s Outdoor Displays for United States Rubber Co., New York City, Showing Hunting Boots 
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A good many years ago I worked as a clerk, card 
writer and general utility man in a little store in a little 
town, Elkrader, Iowa. It was two miles from my farm 
birthplace. ‘ That farm and I had never been separated 
more than thirty miles until I was old enough to vote. 
When hardly able to carry a rifle, I spent whole days 
along the creeks and in the cornfields, shooting a squir- 
rel now and then, but more engrossed in the blue of the 
skies and the scud of the autumn clouds across them. 
Spring days I would fish, most often by myself, where 
a shadowy ripple would lure me to forget the hunter’s 
instinct, and keep me dreaming over the beauty of 
things among which I had been born. So, in my little 
job in Elkrader I managed to find an hour now and 
then to drift away from the counters. Then I would 
come back with my arms full of boughs and cornstalks. 
or perhaps even brightly colored vines or goldenrod. 
These I arranged in out store windows, often working 
late at night. The results attracted the traveling men 
who came to. town and they began talking about me in 
other cities, with the result that I finally landed in a 
fair sized store in Lead City, South Dakota. Out there 
in the heart of the Black ;Hills I drank in the wonder 
of a new kind of country-—the tang of the sagebrush 
and smart of alkali everywhere, yet big and full of 
Vitality, with the. kind of surtsets.and sunrises no city- 
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One of Mr. Smith’s Famous Displays Showing Hunters Looking Over Map for Big Game Hunting Locations 
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bred and city-bound man knows or ever will know this 
side of a possibly happier hereafter. 

' After I had spent six months in South Dakota, I 
determined to make an art of my native skill. I could 
draw and paint in a way, although I had never taken a 
lesson. I wanted to work out my feeling for color and 
composition to become a better window dresser than 
any I had ever heard of. I came to New York and 
studied in one of the old advertising institutions they 
called an academy in those days. Then I went out to 
Tucson, Arizona, where for two years I felt my way 
along toward new security in my lifework. I became 
displayman for Albert Steinfeld & Co., and in addition 
to handling the displays, executed the advertising and 
card writing and obtained a firm grip on myself. There 
I found time to go hunting, fishing, hiking, and more 
and more the human quality of nature as applied to 
window displays obtained hold of my imagination. 


From there I went to Denver, where for five years 
I was with the A. T. Lewis & Sons Dry Goods Co., 
first as assistant, then as display manager, with four 
assistants under me. When I left Denver and headed 
East, I believed I had a new gospel to preach, the 
gospel of using that “one touch of nature that makes 


(Continued on page 54) 
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Golf Links in Auto Display Room 


Salesmen don sport attire and putting contests are enjoyed— 
Another dealer erects a ferryboat setting 


By PEGASUS TARON 
Special Correspondent, The Display World, San Francisco, Calif. 


HEN is an auto display room not an auto 

display room? When it’s turned into a 

country club or the deck of a ferryboat, to 

be sure! San Francisco’s Automobile Row 

has just closed its third and most successful Annual 

Call of the Open Road Show, held in cooperation with 
~the sporting goods dealers. 

All the automobile show rooms .devoted space to 
camping equipment, golf and polo displays, and camp 
furniture displays furnished by local dealers, but in 
most cases their identity as an automobile show room 
was retained. This was not the case with the Nash 
Agency, who turned their entire floor into a country 
club. The floor was carpeted with several inches of 
pine needles, there were full-sized trees throughout the 
big show room, while a children’s playground—with 
sand and swings and slides—kept the children busy, 


and their elders were comfortable on the broad veran- 
da in easy chairs and swinging benches, and the golf 
enthusiasts had a putting tee and a daily contest to keep 
them interested. 

The entire sales force, clad in golf clothes, were at 
the show at all hours—with instructions to talk golf, 
and not one word about cars. Visitors who wanted to 
buy cars were invited to return the next week—for this 
one week they were making friends, not selling cars. 


The first prize in the daily putting contest was a 
$100 credit on a Nash car, but the winner was not 
forced to accept this, for the company bought it from 
him for a goodly sum in cash whenever he did not care 
to keep the credit. This was an entirely new departure 
for an automobile sales force, and they fave proven 
that it was a successful one. Over two thousand people 
were in the salesrooms each day. The golfing equip- 


Entire Nash Agency Display Room in San Francisco Turned Into Country Club and Golf Links 
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ment for the show was provided by Bruce Adams, local 
golfing goods dealer, and the sales made on the floor 
more than compensated him for the trouble and ex- 
pense involved in staging the display. 

This was an original and satisfactory way of getting 
golfing fans into the store, and through the putting 
contest a mailing list of these fans was made which 
will be very valuable to the Nash agency, as well as 
to Mr. Adams. 

Another display where automobiles were subordi- 
nated to the spirit of the Open Road Week was that 
at the Cleveland Agency, where a full-sized ferryboat 
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Display Room of Cleveland Automobile Agency, San Francisco, Transformed Into a Ferryboat 
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waited at the pier for travelers to walk or ride onto its 
decks, and where the Cleveland Six Orchestra, made 
up of Cleveland salesmen, provided music for the 
crowds every afternoon and evening. A ferry siren 
placed on the roof called attention to the display. 

The fact that this is the third of these annual shows, 
and ‘that this was held even after the postponement 
caused by the hoof and mouth disease epidemic, proba- 
bly is the best argument in favor of the plan. And it’s 
a safe guess that the desire for a car with which to get 
away from the city, into the atmosphere suggested by 
the displays, was born in each visitor during the week. 


00000000 


Cottage Erected in Window Sells Much Paint 


From all hurried appearances, this illustration looks like 
a close-up on the front of a small cottage, or house. It is, 
but it’s ONLY the front. Built according to the specifications 
for a model home, this frontage was erected by J. T. North- 
rop, advertising manager for the Smith-Winchester Hard- 
ware Co., Jackson, Mich., and installed in their spacious 
display windows. 

The March issue of The DISPLAY WORLD contained 
a complete article regarding this most unusual and com- 
pelling display. In this particular instance, Mr. Northrop 
had the window: arranged to display paints. Anyone has 
but to glance at the picture to realize that it did sell 
paints—loads of it. 


« 











12 THE DISPLAY WORLD 


Entire Battery For Shirt Exposition 


Complete window frontage of Boston stores given over to displays 
of both merchandise and educational value 


By OTTO LASCHE 
Display Manager, Leopold Morse & Co., Boston, Mass. 


ALES in tremendous volume can be ob- 
tained from window displays that set forth 
one idea in a sequence of showings. It is 
not often that the display manager will 

have sufficient courage to devote an entire battery of 
windows to one line of merchandise unless there is a 


special event or sale in progress. However, it has been, 


proven in many instances that exceptional results will 
accrue if the entire window frontage is depicting a 
story that not only creates, but holds interest, so the 
observer passes from one window to the next. 

Such a method was employed recently in our Man- 
hattan Exposition—for it was an exposition in every 
sense of the word. During the week devoted to the 
advertising and sale of Manhattan shirts the entire 
fronts at both the Adams Square and. Summer Street 
stores of the Leopold Morse Company, in Boston, were 
devoted to the display of Manhattan Shirts exclusively. 
Coupled with the displays. was a story that held the 
interest and attention of the passerby, because it clearly 
depicted the materials used and the methods of weaving 
and manufacturing a shirt of national reputation. 

While an effort was made to make the windows 
artistic, the merchandising value was predominant. The 


wax figures and the other relevant features employed 
were all made to fit into the story in such a way that 
attention would be riveted on the one central factor— 
Manhattan Shirts. There was no question of the atten- 
tion-getting value of the windows after they were un- 
veiled. The crowds that viewed the displays, and the 
resultant sales inside the store proved conclusively that 
the story had been told in such a way that the impres- 
sion created was just as anticipated. 

Extra effort was employed to make the one or two 
show cards in each display stand out effectively with 
the remainder of the display. Black cards were used 
and the utilization of deep red and blue lettering on 
these cards brought a forcible appeal to the eye. By 
using this unusual card there was absolutely no con- 
fusion with the remainder of the display. It was prac- 
tically impossible to view the windows and still refrain 
from reading the show card. In this respect I feel 
displaymen can always find good results in making the 
show card depart entirely from the color and layout of 
the surrounding merchandise. 

Considerable attention was given to the drapes of 
cloth used in the manufacture of Manhattan Shirts. 
For men’s wear windows this provided an unusual ap- 


One of the Displays Used in Manhattan Shirt Exposition by O. Lasche for Leopold Morse Co., Boston, Mass. 
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One of Mr. Lasche’s Clever Displays for Manhattan Shirt Exposition, Occupying Entire Battery of Windows 


pearance to the eye. In the panels and plaques effort 
was made to make the draping and decorative effects 
unusually appealing. In every instance the Manhattan 
trade-mark name was used. In the show-cards and in 
the plaques the name Manhattan was predominant. 

The Manhattan Exposition caught the fancy of the 
public. They not only liked the displays, but they were 
inspired to buy, and the week brought some of the 
largest shirt sales on record in the store. The effect 
gained by devoting the entire frontage to the subject 
was not only unusual, but it ‘will undoubtedly be a fixed 
feature each year. 

In addition to the Manhattan Exposition, occupying 
an entire front, it is often plausible to devote more than 
one window of a battery to a single subject, for there 
is extra attraction for the eye of the passerby. We 
recently installed two straw hat displays , and by utiliz- 
ing two adjacent windows instead of one, feel that the 
-ales on straw hats were doubled over what might have 
resulted from a single window. 

Exclusive displays pay if the subject is carried out 
from the right angle and the story is convincing to the 
public. Too many times, however, attempts are made 
to conduct a comprehensive display of this character 
in connection with sales. While this was really a sale, 
the word “sale” never appeared, “exposition” being the 
term used successfully. 
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One of Mr. Lasche’s Artistic Show Cards with Open, * 
Fine-Line Lettering, for Exposttiwn 
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Bathing Girl Window Calls Out Police 


Live models give two performances daily and wax figures are used 
in displays for the remainder of the day 


By JOHN T. MACKEY 
Display Manager, Herpolsheimer’s, Grand Rapids, Mich. 


APITALIZING on the extraordinary inter- 
est which attaches to water sports and pas- 
times in lovely Michigan, with its famous 
Summer resorts, I recently installed a win- 

dow for Herpolsheimer’s in Grand Rapids, that suc- 
ceeded in arresting such crowds that the police almost 
had to threaten arrest to keep passageway for ordinary 
sidewalk traffic. It was with great difficulty that the 
photographs accompanying this article were obtained, 
because of the crowds around the window. 

The main theme, of course, was the presentation of 
bathing suits in a manner enough out of the ordinary, 
with settings so unusual, as to bid for the attention and 
admiration of every eye. How well the effect was 
achieved is perhaps in a fair measure shown by the 
accompanying illustrations, which of course fail to re- 
produce in black and white the vivid color contrasts 
procured by recourse to the brightest and gayest hues 
known to the knit goods manufacturers. 

The back drop was specially painted, and the two 
simulated bathing houses were built after a design I 
prepared weeks in advance. During stated hours each 
day, symmetrical live models flitted in and out with all 
the audacity of the sauciest bathing beauties one might 


Crowds Viewing Mr. Mackey’s Bathing Girl Window 


see upon the beaches, clad in the latest regalia for 
swimming, including Wil Wite suits, Sam Browne belts, 
rubber millinery, ditto shoes, and Humming Bird hose, 
rolled to harmonize with the freedom displayed in the 
remainder of the costumes. 

The bath houses ‘were constructed of wall board 
with a wooden floor in the back. Real doors and steps 
were used. A tank of water in the center foreground, 
with two wax figures, a boy of four and a girl of six 
playing in the water and sand, added realism. The 
painted drop was so realistic-that the waves seemed to 
be coming in. The surf rider was a cut-out of the 


Bathing Suit Display by J. T. Mackey for Herpolsheimer’s, Grand Rapids, Mich., Showing Wax Models 
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national advertising being used on billboards through- 
out our city. 

The models used the bath houses as dressing rooms 
and changed shoes, stockings and caps to match each 
suit, thus creating a desire for a complete outfit from 
the woman window shopper. The show was of about 
one hour duration and we gave two performances daily. 
The crowds were always waiting. Of course, it was a 
great success* and will sell bathing accessories for, the 
remainder of the season. | 

The display continued to draw the crowds * seven 
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The Bathing Suit Display by Mr. Mackey, Showing the Live Models on Promenade in the Window 





after the live models had concluded their revue and the 
wax models had taken their places. When the hour for 
the appearance of the live models drew near; extra 
police protection was necessary to keep the crowds from 
pushing the glass in. This has proven to me that a 
window display of sunkissed beaches, bathing peaches, 
real water, sand and realistic bathing houses, with 
plenty of human interest involved, will create a display 
for this time of year that will draw more spectators 
than any other one window for all the months of the 
year previous. 
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NEW FALL. FLOWER BOOK CONTAINS MANY IDEAS 


Schack’s new fall flower book has just been issued from 
the press and in this, the displayman can find many new 
ideas for the fall trade and some late decorative treatments. 
The fall flower book is the last word in four color process 
printing art and illustrates hundreds of new, novel and 
original decorative ideas that will assist the displayman 
iv bringing his displays to-a more superlative onapee of 
attractiveness. ' sail 

Every item in the book is designed with. re eal mer- 


chandising display value and the combinatioris of colors 
make it possible to work out any,, r scheme desired. 
Every reader of The DISPLAY LD should have a 


copy of this new Scha¢k fall flower book, and a request 
addressed to the Schack Artifieial. BiSwer Co., 134-140 N. 
Robey St., Chicago, will bring thiss book to you free. Just say 
you read about it in this. July issue of The DISPLAY 
WORLD. . 


NEW IDEAS IN ARTISTIC BACKGROUNDS SHOWN 


One of the outstanding spots of interest at the I. A. D. 
M. convention in Buffala, in July, was the exhibit of Harry 
Taylor and Associated Artists of New York. Mr. Taylor’s 
exhibit was unusual, in that his new introduction to the 


display field-which has met such instant favor is something 
efitirely different from the average run of display back- 
grounds or set pieces, combining the poster effect with 
the ultra-artistic. 

Some exceptionally clever artists are on Mr. Taylor’s 
staff and the silk poster designs which they have executed 
are in much demand among the department stores of the 
country. In addition to backgrounds that include bathing 
girls, and hundreds of other designs that fit in with the 
present high-grade poster work, Mr. Taylor exhibited at 
the convention a line of backgrounds in appealing colors, 
which were especially adaptable to lighting effects. Some 
os these are even more elaborate than anything yet at- 
tempted! in window display backgrounds. 
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Wedding Finale in Style Review 


Exceptional decorations provided for annual event in Baltimore 
store, with unusually clever program 


By MILTON HARTMANN | 
Display Manager, Brager’s, of Baltimore, Md. 


HE day on which Brager of Baltimore 

staged the Annual Style Revue was the day 

that the Weather Man chose for his most 

torrential effort. And, despite the fact 
that the weather was the most miserable that could have 
possibly been offered, such a big crowd was on hand 
for both morning and afternoon performances that the 
capacity of the big second floor auditorium was taxed. 
The attendance of many of the store’s regular patrons 
was augmented by scores of merchants from Baltimore 
and Washington. 

The stage was draped with pale pink satin, and the 
runway, down the entire length of the auditorium, was 
of plush of the same hue. Festoons of greens over the 
entire floor added quite a decorative touch. Vari- 
colored spotlights were used’ with extreme effectiveness. 
Sports wear, bathing suits, afternoon and evening 
dresses were displayed by the nine models. One fea- 
ture of the display was the fact that only amateur 
models were used—girls taken from throughout the 
store. . The fame of Baltimore for its pretty girls was 
justified by these models. Seven children displayed 


juvenile apparel. 


The big event came at the conclusion of each per- 
formance. The band started the strains of Lohengrin’s 
“Wedding March,” and an immediate transformation 
came over the entire hall. The stage setting was 
changed to resemble a church altar. Scores of palms, 
festoons of flowers, electric candles, produced a scene 
that brought forth a burst of spontaneous appiause. 
The Wedding Procession was led by four bridesmaids 
dressed in French voile frocks in dainty shades of 
maize, peach, pink and Nile, respectively, made in 
basque style with ecru net fichus and apron fronts, 
trimmed in sprays of ribbon roses. Then followed the 
Maid of Honor in a gown of rose crepe Elizabeth, ac- 
cordion pleated in tier effect and finished with a girdle 
of Dresden ribbon. Each wore a large white picture 
hat finished with a rose to match the color of their 
gown. The bride was preceded by a flower girl dressed 
in a white satin suit. 


The bride’s gown was of white georgette crepe made 
with a pleated panel and rows of gathered point 
d’esprit, from which hung a court train of white satin. 
The headdress was fashioned of white tulle and pearls 
in Parisian style. The bride carried a shower bouquet 


Bride’s Attendants in Annual Style Revue at Brager’s, Baltimore, Staged by Milton Hartmann, Display Manager 
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of bridal roses and lilies of the valley; the bride’s at- 
tendants carried premier roses tied to shepherds’ crooks. 

The entire show was a distinct success, and we have 
received commendation and praise from all sides. The 
lighting effects and settings were of a .magnificence 


Live Models from Brager’s Store Who Appeared in the A:mual Style Revue Staged by Milton Hartmann. 

























rarely seen except in professional settings. Miss Hent- 
schel, assstant buyer of the Cloak, suit and dress de- 
partment, was in full charge of the costuming, and her 
work, especially in the bridal procession, showed the 
hand of an artist. 
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Barricade Contains End Display Windows 


By WM. F. BAXTER 


Thomas Kilpatrick & Co., Omaha, Nebraska 


SE. of barricades. for display purposes when new de- 
partment store buildings are in the course of con- 
struction has become quite universal, but we believe that 
one recently erected by Thomas Kilpatrick & Co., in 
Omaha, has some distinctife features that may be of benefit 
to the display field. 

The photograph shown was taken soon after the erec- 
tion of the barricade and shows the old show w:ndows still 
in use. We kept them in use until the building was actually 
wrecked. . Then the tunnel was boarded up. Our main 
thought in this construction was to give customers unin- 
terrupted passage along the sidewalk and not take them 
out into the street and this we have done with the tunnel. 
In arranging this, we found that the contractors could 
use the outside half of ‘the sidewalk and when they did not 
need all of that for hoisting, etc., we constructed a win- 
dow in each end as shown. 

There is also, now, a fence in the street with gates at 
cither end so that the work is going on without its com- 
ing in contact with customers or passersby. They see 
nothing of it, which we think a great advantage. 





WICHITA DISPLAYMAN CHANGES HIS POSITION 
Lucian Murnane, formerly with Jack Spines Clothing 








Barricade at Kilpatrick’s, Omaha, Showing Window 








Co., of Wichita, Kansas, has accepted a position with 
Woolf Brothers of that city, the vacancy being created 
through the resignation of Mr. Dennis, who formerly oc- 
cupied the position. 
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New Innovation in Color Lighting 


Rotating rheostat provides constantly dissolving colors for’ window 
displays or a variety of window furniture 


By JOHN CORNISH 
Engineering Dept., Ivanhoe Division, The Miller Co., Cleveland, Ohio 


OLOR lighting has for some time been an 
important factor in window and store dis- 
plays, but the recent development of the 
Ivanhoe Division of The Miller Company, 

in introducing a rotating rheostat and a serfes of color 
globes that can be utilized in almost every class of win- 
dow and store fixture, has marked an epoch in that par- 
ficular phase of display work. The Ivanhoe demonstra- 
tion at the I. A. D. M. convention was the subject of 
much attention, for aside from the artistic appearance 
it gave the exhibit hall, it was something new and good 
to gaze upon. 

Under the new introduction of the Ivanhoe Divi- 
sion, in addition to getting white light, the color globes 
can be used and the light made to burn continuously, 
one color melting into another, or bright lights made to 
rise or lower, without any flash whatsoever. The re- 
volving rheostat solves this problem, and the same 
effect is produced as in stage lighting. Thus, in addi- 
tion to giving color to the window display, motion is 
provided without pause for a single instant. There is 
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Rotating Rheostat Providing New Method of Color 


Lighting 


no jerk or sudden flash of light, but a constantly pleas- 
ing dissolving of colors. 

It is possible to make shadows or kill shadows with 
the equipment. Special events calling for special dis- 
plays on the part of the displaymen can be illuminated 
as desired. No matter what the display, or what the 
feature may be, the entire process can be controlled 
from a switch. The equipment can be installed as elab- 
orately or as simply as the displayman may desire, even 
to the electric fourttain which was such an attraction 
at the Buffalo convention of the I. A. D. M., this con- 


View of Electric Fountain From Beneath Showing 
Color Globes 


taining vari-colored globes which, with the action of the 
rheostat attached, dissolved constantly and played many 
colors on the continual sprays of water. 


The automatic rheostat is made in four sizes, and 
provides constantly changing lights. It is provided in 
stages from five amperes up. The object of the Ivan- 
hoe Division in making the new introduction was to 
bring about.a'realization on the part of store owners and 
display managers that the show window is a miniature 
stage where they play to the likes and sentiment of the 
public. They spend much money each year on equip- 
ment, and at the end of that year are through with that 
equipment and take on a new line. Under this plan 
it is possible to have permanent but constantly changing 
backgrounds or lighting. The use of color in windows 
has long been the displayman’s nightmare, but the new 
system will bring about a vastly different feeling in 
favor of utilizing this important lighting asset in dis- 
plays. Color globes come in red, blue, green and amber, 
and some remarkable combinations. have been effected 
by the use of the new rheostat. 


In addition to the general window lighting, an en- 
tirely new development by Ivanhoe is the application 
of lighting equipment to display window furniture. 
Never before has anything of this nature been available 
for displaymen. Mobile color up to the present time 
has been limited in use to the theatrical stage. By 
means of window lighting furniture unlimited new 
combinations of settings and displays have been made 
possible. Local application of white or colored light 
can be supplied at any location in the window with this 
furniture. The sections can be used singly or in mul- 
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tiple for general lighting of the window, side lighting 
or foot lighting, or in the construction:of special trims 
such as arches, trelliswork and similar designs. 

The color globe trough can be installed easily in 
stands, pedestals, fern boxes, plateaus and other articles 
of window furniture, and the color globes can be in- 
serted or taken out as desired. The Ivanhoe Division 
will manufacture only the electrical equipment, the fur- 
niture being provided by other concerns. The Onli-Wa 
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Fixture Company, of Dayton, Ohio, J. H. DeWeese, 
president, sensing the tremendous possibilities of the 
new development, was first to get into the field, and the 
recent catalogue of this company contains a. complete 
line of window furniture for this special lighting unit. 
The new system is already at work in some sections, 
and so far the results have been remarkable. It prom- 
ises to become a most important phase of window dis- 
play work. 
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Outerwear Colors Aid in Making Displays 


By IONE MAE SWEET. 
Knitted OUTERwear Bureau, New York City 


INDOW display managers encounter little 
difficulty in their efforts to display outer- 
wear properly and effectively, because of 
the extremely wide variety of colors and 
styles included in this type of women’s apparel. 

Still, they sometimes surpass themselves, as in the 
case of the Gimbel Brothers’ window shown here. A 
striking study in yellow and white, this summer’s most 
popular shades, was effected. In the center of the win- 
dow was a yellow lawnshade of the type frequently 
seen on smart lawns at informal teas. The background 
of the window was a neutral colored panel, against 
which the white and yellow knitted suits were in per- 
fect harmony. 





Attractive Display of Outerwear in Window of Gimbel Brothers, New York, the Lawn 


The knitted togs displayed-were all for sports. To 
the left was a white and yellow knitted suit of the 
slip-on type; then followed a jacquette suit in two 
shades of yellow. The garment to the inner right was 
a pure white suit of a dressier type, while another 
sports suit in two yellows was at the extreme right. 
One sleeveless golf sweater was shown on a T-square 
and a sleeved sweater on a bust form placed on a bench. 

Sports hats, shoes and golf accessories lent atmos- 
phere, and one of the new lace-like knitted scarves was 
prominently displayed. The general effect was to con- 
vince milady that “Now is the time to get your knitted 
sports outfit—here’s where to get it.” It worked effec- 
tively. A window display can do no more. 








Umbrella Adding to Effect 


20 THE .DISPLAY WORLD 


I. A. D. M. Convention Proves 
Most Successful Ever Held 


Jack L. Cameron, of Des Moines, elected new president and St. Louis. 
is chosen as next year’s convention city—Manufacturers’ 
exhibit exceptional array of display products 


ITH a manufacturers’ exposition that far 
eclipsed all others held in connection with 
a similar displaymen’s conclave, and with 
a program that was constantly punctuated 
with appeals on the part of speakers urging a broader 
vision of the tremendous possibilities of the window 
display field, the twenty-seventh annual convention of 
the International Association of Display Men at Buf- 
falo. N. Y., June 23 to 26 inclusive, was a decided 
succes. The Buffalo committee is deserving of all the 
praise that can be bestowed upon 
it for the efficient way in which 
the exhibits, educational sessions 
and entertainment were handled. 
Approximately 500 .displaymen 
from all sections of the country 
were registered and in attendance 
at the convention. The manufac- 
turers’ representatives and other 
persons interested in the display 
fie'd brought the attendance up to 
about 1,000. The efficient chair- 
manship of John J. Cronin, re- 
tiring president of the association, 
had much to do with the dispatch 
with which the convention ses- 
sions were handled at Broadway 
Auditorium. The convention 
directorship of Clement Kieffer, 
Jr., was also evident in the close 
adherence to all the special fea- 
tures of the exceptionally good 
program. When tribute was paid to Mr. Kieffer’s re- 
markable efforts by nominating him for the presidency, 
and he respectfully declined the office because of his 
sacrifices of the past year, in preparing for the Buffalo 
meeting, the convention burst forth into its greatest 
demonstration. 

Jack L. Cameron, one of the country’s foremost 
displaymen and a natural born humorist, was elected 
president of the I. A. D. M. for the next year. Mr. 
Cameron came with the de'egation from Kansas on the 
special train and was a central figure at all the sessions. 
Being the first vice-president, he was next in line for 
election to the executive office, and it was not surpris- 
ing to the delegation to find him declared winner. H. 
H. Tarrasch, display manager of the Stix, Baer & Ful- 
ler Dry Goods Co., of St. Louis, was also an aspirant 


Jack Cameron, Des Moines, Iowa, 
New President of 1. A. D. M. 


for the office and remained in the race after Kieffer of 
Buffalo had withdrawn. Ellwyn McEachnie, display 
manager of Jahraus-Braun Company, Buffalo, was 
e‘ected first vice-president without opposition. Car] 
Goettman, display manager of the Joseph Horne Co.., 
Pittsburgh, was elected second vice-president over W. 
L. Stensgaard, president of the Kansas Association of 
Display Men, and H. C. Oehler, display manager of 
W. A. Weiboldt & Co., Chicago. F. G. R. Lacey, dis- 
play manager of Fairweather’s, Ltd., Toronto, Ontario, 
was chosen third vice-president, 
giving Canada official representa- 
tion among the officers of the 
a sociation. 

The same close’ race as last 
year was evident in the selection 
of a secretary, L: A. Rogers, of 
Chicago, winning out over P. W. 
Hunsicker, of Alliance, O:, for- 
mer secretary of the association, 
by a reported narrow margin of 
four votes. O. E. Wheete, dis- 
play managér of the Halliburton- 
Abbott Co, Tulsa, Oklahoma, 
.who has been treasurer, was de- 
feated for re-election by Harry 
Hoile, display manager of the 
Rorabaugh-Brown Dry Goods 
Co., Oklahoma City, Okla., who 
was one of the central figures of 
the western delegation. This was 
a three-cornered fight in which 
Wheete went down to defeat along with Claud Clary, 
display manager of the LaSalle & Koch Co., Toledo, O. 

St. Louis was chosen as the convention city for 
1925. The St. Louis Displaymen’s Club, the conven- 
tion bureau and other representatves from that city who 
have tried to land the convention each year for. the past 
several years, felt elated that their efforts were at last 
rewarded. Chicago, Los Angeles, Dayton, O., New 
York City and Montreal, Canada, also sought to enter- 
tain the 1925 gathering. 

It was noticeable in all the gatherings that there 
were more displaymen present from the smaller cities 
than ever before. While the displaymen from larger 
cities were featured on the program, the smaller city 
was represented with equal strength. 

It was equally noticeable that throughout all the con- 
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Murdison’s Attractive I. A.D. M. Exhibit 


Buffalo, N. Y., July 1, 1924. 


Dear Friends: 





The great Convention's over, 
And we're glad if you were there; 
We hope you learned a lot of things 
To help you climb life’s stair. 


We tried to do our best with you, 
And always will, and can; 

We've got the goods that always put 
Displays across the pan. 


And if you're in the market 
For things that bring the dough, 
Just write to ‘Scotty’ Murdison 


In dear old Buffalo. 


Ever yours faithfully, 
ANDREW W. MURDISON. 


Happy to meet, sorry to part; 
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Happy to meet again. 





IMPORTERS 
Show Window Panels, Screens, Colonial Pillar Backgrounds. 
Anaglypta—The new window creation in full relief. 


SEND FOR OUR NEW CATALOG 


~MURDISON DISPLAY SERVICE 


1095 GENESEE STREET BUFFALO, N. Y. 
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“SCOTTY”—HIMSELF 













































vention sessions proper, there seemed to be a spirit that 
it was time, to eliminate clique politics and obtain a 
broader vision of the field of display in general. In 
fact, practically all the speakers touched upon the sub- 
ject in some manner or other, and an exceptionally 
frank discussion along this line was made by Ben J. 
Millward, former president of the I. A. D. M., who 
now conducts a display service for Noyes Brothers & 
Cutler, St. Paul, Minn. The demonstration that fol- 
lowed Millward’s address indicated the feeling of the 
gathering that they were ready to eliminate much of 
the clique politics and petty jealousy that has been evi- 
dent in past sessions. 

The subject of changing the constitution and by- 
laws of the association, which was presented by Charles 
F. Wendel, of the J. L. Hudson Co., Detroit, acting as 
chairman of the executive committee, was not acted 
upon at this year’s convention in spite of predictions 
that it would go through at one of the sessions. Presi- 
dent John J. Cronin announced during the first business 
meeting that this matter would be deferred until the 
1925 convention for official action. The principal radi- 
cal change in the present plan of handling the associa- 
tion’s activity would would be the employment of an 
executive secretary to handle all the affairs of the or- 


ganization, including the convention, such secretary to 
receive a salary and a commission on new members he 
procures. This undoubtedly will be acted on officially 
at the 1925 convention in St. Louis. 

At the close of the convention, members of the St. 
Louis Display Men’s Club held a meeting and elected 
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Display in most prominent window of Kleinhans Store, Buffalo, during convention, showing cut-out of 
Clement Kieffer, Jr., display manager and convention director, extending welcome 


B. A. Rainwater, well known master show card writer, 
of St. Louis, convention director for 1925. Before he 
had left Buffalo, Rainwater was making plans for the 
1925 meeting, which will no doubt be announced in the 
near future. 

The entertainment features of the Buffalo conven- 
tion were, by far, the greatest of any similar gathering 
of the I. A. D. M. In addition to the general enter- 
tainment there was much of interest provided for the 
ladies, their Get Acquainted Tea at the Hotel Statler’s 
Chinese Room on the first day of the convention and 
their motor trip to Roycroft Inn, East Aurora, being 
eceptionally enjoyable featuresx. All praise possible 
was bestowed upon Mrs. Clement Kieffer and the other 
Buffalo ladies who had charge of these events. 

The old-fashioned picnic at Erie Beach, Canada, on 
the first evening of the convention provided a pleasant 


program, with lunch served at long tables under the . 


trees, athletic events, dancing and a boat ride that, had 
it continued a short time longer, would have provided 
the delegates a real taste of sea-sickness. + The trip to 
Niagara Falls on Tuesday evening was a most enjoyable 
event, and the group pictures taken, with the Falls in 
the background, will provide pleasant memories of the 
Buffalo convention, for those attending, for years to 
come. The banquet and dance at the Hotel Statler on 
Wednesday evening of convention week, proved the 
climax of the entertainment, and this was by far the 
greatest banquet ever held in connection with an I. A. 
D. M. convention. More than 500 surrounded the 
tables, whch covered every inch of available space in 
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No. E-4. For use in low 
deep windows. Because 
of adjustable neck, either 
75, 100 or 150-watt type C 
lamps can be used with- 
out change of holder. 





No. E-2. Designed for use in high narrow win- 
dows. Fit standard 3% inch 
holders. Adjustable neck makes 
use of either 75, 100 
or 150-watt type C 
lamps possible. 























AAA 
AIS 


Wy 






Window Lighting Units 
- That will not PEEL CRACK 
or BREAK 


Silverlite reflectors have been declared by experts to be 
the electrical development of the year. 

They are all-metal, pure copper electrolytically deposited 
on pure silver. 

This silver surface is from ten to fifteen per cent more 
efficient than silvered glass. 











There is no Paint to Peel 
No Glass to Break 


The Silverlite adjustable neck makes it possible to use 
.75 to 150-watt lamps in the same reflector. 

Lamp filament remains in the predetermined focal po- 
sition. 

Collar fits regular 31% inch holder. 

Can be adjusted without tools, for any special holder 
already installed. 

Three shapes for different purposes now ready. 

Write today for samples, prices and information. 


I.P FRINKA Inc. 


24th Street and 10th Ave., New York 
















No. E-5. Designed for 
lighting through glass ceil- 
ings and other special pur- 
poses. Adjustable neck al- 
lows of alternate use of 
either 75, 100 or 150-watt 
lamps. 














Chicago, II. Detroit, Mich. Cleveland, O. Philadelphia, Pa. Pittsburgh, Pa. 
Boston, Mass. Cincinnati, O. Seattle, Wash. St. Louis, Mo. Los Angeles, Cal. 
San Francisco, Cal. Buffalo, N, Y. Birmingham, Ala. Atlanta, Ga. Portland, Ore. 


CANADA 
Associated with The Robert Mitchell Co., Ltd. 
64 Belair Ave., Montreal 
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the great Statler ball room, and the dance which fol- 
lowed the banquet was one of the most picturesque 
events.in the history of display. 

The Manufacturers’ Exposition was ideally located 
in the main floor of Broadway Auditorium. There was 
just enough room to house the exhibits without crowd- 
ing, and yet it was a show well worthy of an admission 
fee. The man aisle and all the side aisles were magnets 
of colors and attractive display. The Buffalo commit- 
tee provided attractive decorations, the entire ceiling 
and all the girders being concealed with a huge draped 
canopy of orange and white. At the extreme end of 
the huge aditorium, the steps led to the convention hall 
on the second floor, with two entrances, and the stage 
completely concealed with three commodious display 
windows, which were better equipped and of more ade- 
quate construction than any of those used at former 
conventions. 


From the time the visitor entered the main door of 
Broadway Auditorium and found a huge stuffed buffalo 
wagging his head up and down in greeting, back through 
the exhibits and up into the convention hall, there was 
something to catch the eye and hold the attention. It 
was truly a remarkable showing of the possibilities of 
display, and one which did more than any other factor 
this year in creating the realization in the minds of the 
displaymen that they must have broader vision and en- 
ter more deeply into the spirit and meaning of the dis- 
play field, if they are to advance as rapidly as the field 
itself. In the center of the huge exhibit hall was an- 
other educational feature, as welf as a display introduc- 
tion that caught the eyes of all and was mentioned as 
frequently as any other part of the convention—a huge 
papier mache reproduction of a prehistoric dinosaur, 
mounted atop a reproduction of King Tut-Ank-Amen’s 
Egyptian tomb. This dinosaur, the work of the fac- 
tories of Messamore & Damon, in New York, wagged 
his tail, moved his head up and down, opened and closed 
his eyes in a most realistic manner. So perfect was the 
reproduction that many visitors were brought into the 
building during the week to see the monster, and a 
special visit provided for the orphan children of Buf- 
falo. 

This year’s exhibits, as a whole, in fact were as 
great an educational feature for the displayman as the 
sessions of the convention itself, for these sessions in- 
cluded more demonstrations than usual and fewer edu- 
catinnal talks, although there were several outstanding 
addresses. 


The. visiting delegates gathered at the headquarters in 
the Hotel Statler Monday morning and led by the Larkin 
Girls’ Fife and Drum Band, marched the nine blocks to 
Broadway Auditorium. The Kansas delegation, which 
came on a special train, with many of the western dele- 
gates from Iowa, Illinois, Oklahoma, Texas, Missouri, 
and other western points arrived on an early boat 
from Detroit, and as soon as rooms were assigned and 
mobilization was completed, joined the parade. Arriving 
at Broadway Auditorium, the delegation marched, around 
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the exhibits and the visitors caught their first glimpse oi 
the exposition, then went upstairs to the opening sessions 
of the twenty-seventh annual convention. 

John J. Cronin, display manager of L.. Bamberger & 
Company, Newark, N. J., president of the association, 
opened the convention just at eleven o’clock Monday morn- 
ing, and Hon. Frank X. Schwab, Mayor of the city. 
delivered a stirring address of welcome, presenting the key 
of the city to the visiting dsplaymen. The mayor, after 
his welcoming address made a plea on behalf of the 3,000 
orphans of Buffalo that they be admitted to Broadway 
Auditorium sometime during the week to see the various 
displays, the mechanical clowns, lighting effects, giant 
dinosaur, and the other features that would tickle the chil- 
dren’s fancy. “You can do that, “said Mayor Schwab,” 
and make a lot of children happy.” 


’ 


“T say this particularly at this time,” the mayor con- 
tinued, “because if we would be real Americans we must 
be charitable. Charity does not necessarily mean digging 
dcwn in your pockets, but it means speaking charitably of 
your fellow men and lending a helping hand when you get 
the chance. Every day charity is the kind of charity this 
country needs.” 


John D. Wells, managing editor of The Buffalo Times, 
followed Mayor Schwab with a short address of welcome. 
In his address, Mr. Wells said the art of decorative display 
is becoming increasingly important in the commercial 
world. “You are,” said Mr. Wells, “an important factor 
in the upbuilding of business today, in the distribution of 
not only merchandise and commodities, but of ideas and 
ideals. Every merchant is today aware of the poten- 
tialities of window displays in attracting the attention 
and holding the interest of prospective customers. 


“The welcome to you is no prefunctory welcome. Buf- 
falo, the greatest convention city in America, long since 
stopped dealing in prefunctory welcomes. It isn’t good 
citizenship to do so. We are genuinely interested in each 
and every one of you visiting Buffalo; we are zealous in be- 
half of our city; we are jealous of the impression we 
make and impart to you; we are extremely concerned that 
you shall tell others about us and confide to them that 
we have made you like us. 


“Buffalo is a happy city. Here you will find broad 
avenues comfortable homes and magnificent public build- 
ings all of which you will see while you are here. We 
are proud of them—intensely proud of them—and pride 
finds it greatest vent in opportunity to show our posses- 
sions to others. Buffalo is keenly interested in the coming 
of all visitors and particularly your coming. We, in com- 
mon with all other great centers, realize your increasing 
importance to the commercial world.” 


Congressman Delivers a Stirring Address 


Hon. James M. Mead, congressman from the 49th Dis- 
trict, New York, next addressed the visitors and continued 
the spirit of welcome on behalf the City of Buffalo. Con- 
gressman Mead then touched upon the recent political 
scandal in Washington, and in part, said: 

“A wholesale effort is being made by the press to de- 
stroy respect of Congress, and there is purpose behind the 
effort. But under the dome of the Capitol nothing is 
done that will not stand the light of publicity. There has 
been corruption in Washington, and there has been be- 
trayal of trusts, but this has been done in the inner re- 
cesses of some of the executive cabinet offices of the 
government. Congress has dragged these men out and 
placed them where they ought to be. Two men have been 
driven from office and one of them is in jail. There have 
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Chicago affords the most complete Display Equipment and Decora- 

tion Market in the World—Time and money may be saved, and the 

best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 
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CURTIS LIGHTING, INC., 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE KOESTER SCHOOL 
314 S. Franklin St. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


ARTISTIC WOOD TURNING WORKS 
529 N. Halsted Street 


Store and Window Fixtures Display and Card Writing Instruction 


BAER’S, INCORPORATED NATIONAL CARD, MAT & BOARD CO. 
155 North Union Ave. 4318 Carroll Ave. 


Wax Figures and Forms Show Card Boards, Mat Board Cut-Outs 


THE BODINE-SPANJER CO PAASCHE AIR BRUSH CO. 
1160 Chatham Court 1902 Diversey Parkway 


Distinctive Display Decorations Air Brushes and Accessories 


CHICAGO MAT BOARD CO. SCHACK ARTIFICIAL FLOWER CO. 
664 W. Washington Blvd. 134-140 North Robey Sx. 


Card and Mat Board Artificial Flowers & Display Decorations 


? GEO. E. WATSON CO. 
62 W. Lake Street 


Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 

















bh 
DEO ) a oH 


Lf 


vy a iY 
Y i o 
D 
1 . 
1% H 
. ‘ Gj ' 
Sar 
: = § | ’ 
* Fi 
3h i 3 
H} 
' 


* \ rae PIMA aSTRMD TE a MN sy ja eer ta che 
ihe OA A Les SA 7 nadine a cae i N.C Mil 


e 





mn MG 














THE DISPLAY WORLD 


First Prize Winners in Competitive 
Demonstrations, I. A. D. M. Meet 
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Upper left, Nettleton Shoes, by A. L. Meadows, Washer Bros., Fort Worth, Texas; Upper Right, Kiddie Cloth, by 

L. F. Dittmar, The Union Company, Columbus, Ohio; Center left, Eagle Shirts by Arnett J. Ritter, B. R. Baker 

Co., Toledo, Ohio; Center Right, Schoble Hats by Arnett J. Ritter, B. R. Baker Co., Toledo, Ohio; Lower Left, 

Fashion Park Clothes, by J. H. Everetts, Block & Kuhl Co., Peoria, Ill.; Lower Right, Holeproof Hosiery, by Ray- 
mond T. Whitnah, Crosby Brothers, Topeka, Kansas. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
















GEORGE A. SMITH 
1737 Broadway, New York City 


Specializing in window displays for National Advertisers and 

Dealers. Model displays planned, reproduced and set up in my 

model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 
141 Fifth Avenue, New York 
New York City and 200 Mile Zone. Special Department to 
concentrate on Summer Resorts, Rockaway to South Hampton, 
L. L, all New Jersey resorts, Asbury Park, Atlantic City to 
Cape Cay, Mts. 
837 Ideal Locations where the crowds will be all summer. 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 


all over the world. President—Martin Jenter 





PHILADELPHIA—BALTIMORE—WASHINGTON 
and Surrounding Points. 

Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

For Further Information and Quotations Write to 
The Reuben H. Donnelley Corp., 1214 Race St., Philadelphia, Pa. 
Attention Mr. Samuel J. Hanick, Manager. 





THE NATIONAL DISPLAY CO. 
Manufacturers Exchange Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase Advertising 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BOSTON and VICINITY 


CENTRAL INSTITUTE 
256 West 34th Street New York City 


Window Displays for Local and National Advertisers and for 
Dealers. Model Displays Planned, Reproduced and set up in 
Our Own Windows. 


A. S. Felder, Director of Displays 
Telephone 5595 Chickering 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 
739 Boylston Street Boston, Mass. 
p Window Display Service Throughout New England 
National Manufacturers’ Campaigns Our Specialty. Service en- 
dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 
Gainsborough Hair Nets and others upon request 


DISPLAY MEN! 
$5.00 per month brings you the photographic service 
that’s full of the newest ideas in the display field. 
12 photographs—assorted subjects. 
STAN-MARK SERVICE 
647-6th Ave., New York City 
Special photo service for national advertisers. 











NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 


A national Display Service for installation of up to 
500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, IIl. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





190 N. State Street 


WINDOW-BOOTH-FLOAT 


png, Sega Dri 


Seca Meacnanowe Best Locations Available 
Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118No. LaSalle Street Chicago, Ill. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





YOUR ORDER NOW 
WILL GET YOUR AD 
IN THE NEXT ISSUE 








E’LL create 
an idea for 
one window or a 
it 


thousand—and 
will get ACTION 
as well as AT- 
ot. TENTION! 
Look in! 
Metropolitan 
VISUALIZATIONS Tenet 


“Putting Ideas into Picture Form” 
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Photograph Showing Crowd at Annual I, A. D. M. Convention Banquet, Hotel Statler, Buffalo, June 25 


been sixty-five investigations and we have not finished yet. 

“There are four or five investigating committees ap- 
pointed by the late President Harding, and at that time 
they had the support of the press. Now the newspapers 
have turned on us and say that such investigations are a 
waste of money, but -the work is going to be completed 
just the same. There are only a few dishonest men in the 
government. Uncle Sam is the largest employer of men 
in the country and it is understandable that a few of these 
should be dishonest, but don’t lose confidence in your gov- 
ernment or your country. This attack on Congress is made 
tc cover up something which needs'to be covered up for 
the next three or four months. I often read morning 
papers before taking my seat and when the speaker calls 
my name, wonder if I should say ‘present’ or ‘not guilty.’ 
I appeal to you displaymen to consider this subject from 
an impartial attitude.” 

Jerome A. Koerber, display manager of the Straw- 
bridge-Clothier Company, Philadelphia, delivered the re- 
sponse in behalf of the I. A. D. M., to the many addresses 
of welcome. Mr. Koerber, in his usual humorous vein 
dwelt upon the address of the mayor, Mr. Wells and Con- 
gressman Mead in a happy style and had the delegates 
in good humor for the remainder of the program. 


President Cronin then announced that a committee had 
been appointed the previous year to propose changes in 
the constitution and by laws to make the I. A. D. M. a 
stronger organization. These proposed changes, he an- 
nounced, had been published, but it was desired that they 
be read to the delegates and then be printed and mailed 
to each member of the organization, so they could be 
taken up and acted upon at the 1925 convention. Secre- 
tary Rogers was called upon to read the changes, and 
only covered the “high lights” as he stated, the proposals 
tc pay the executive secretary of the organization a salary 
and commission on new members, not being touched upon. 
C. F. Wendel, of Detroit, who was chairman of the com- 
mittee on the proposed changes was called to the floor and 
led a short discussion. The convention was soon in an 
uproar as the western delegates particularly opposed the 
plan of permitting the board of governors, as proposed 
in the new by-laws, to elect the officers. Cries of “We all 
want to vote!’ rang through the hall, and President Cronin 
had considerable difficulty in getting the convention quiet 
enough to announce that the proposals were not to be 


a 


voted on this year, but were to be carefully considered 
throughout the year by the membership and voted on at 
the next annual convention. 

Edward D. O’Dea, display manager of McCarthy 
Brothers and Ford, who was one of the big boosters at the 
1923 convention for the Buffalo contingent and active on 
the Buffalo committee was called to the floor and led the 
Buffalo club members in singing, “Yes, We Have You in 
Buffalo.” This parody on “Yes, We Have No Bananas” 
was last year sung at Cleveland as “Yes, We Want You 
in Buffalo,” and made a great hit. When it was resung 
with the new words at the opening session, it caused the 
convention to break into cheers. This closed the morning 
meeting. 


Competitive Demonstrations are Started 


The second session was called to order by President 
Cronin soon after 2 o’clock Monday afternoon, June 23. 

A competitive demonstration on Eagle Shirts was one 
of the interesting features of this afternoon session. Soon 
after the meeting was called to order, the demonstration 
windows were unveiled for the first time and from then 
on, Ellwyn McEachnie, of Buffalo, director of demonstra- 
ticns, had his hands full. Arnett J. Ritter, display manager 
oi the B. R. Baker Company, of Toledo, Ohio, was awarded 
first prize in this competition; A. L. Meadows, of Washer 
Brothers, Fort Worth, Texas, taking second prize, and 
Ciarence Duff, of the William Erlanger Company, East 
Liverpool, Ohio, third. Mr. Ritter’s display, in addition to 
being artistic, won on points of merchandising value. The 
large golden eagle in the background was an exceptionally 
artistic feature. 

L. M. Van Coutren, display manager of Sonnenberg’s, 
Hannibal, Mo., gave a talk, accompanied by a demonstra- 
tion on the subject “How To Build Good Will for Your 
Store Through the Show Window.” The display he un- 
veiled in the center window was of photographs of mem- 
bers of the graduating class of the Hannibal High School, 
taken just prior to the commencement exercises of this 
year. 

“Under our plan,” Mr. Van Coutren said, “we sent a 
letter to each of the members of the graduating class, in- 
viting them to go to one of the leading photographers of 
the city, to have a photograph taken at no cost to them. 
In doing this, there was also no cost to the store inasmuch 
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THE NEW_ 
“@ittsburgh 


Winpo:srol 


PORTA BL E-. a EO 





Removable 
Wall Flange 









PRICE $16.00 F. 0. B. 
IRWIN, PA. 


Supplement your regular show-window lighting with this new and 
highly improved spot-light. Unusual effects are obtained with the “Pittsburgh ”"Windo- 
Spot. Special features of your display can be sharply brought out, the strong center 
beam of light being even and free from shadows. 


The new WINDOSPOT has a double-jointed 
bracket which permits turning the spot to any 
point within more than a half sphere—an un- 
usually wide range. 


tion and experience that will help any win- 
dow decorator get the best results from his 
displays. 

The “Pittsburgh” line includes also Silvered 


. Very easily put up; the wall flange can be Reflectors, Color-Lite and Easy-To- Install Con- 







quickly taken off by loosening thumb screws, 
and the flange screwed into place on the wall, 
ceiling, floor or portable base, without thé bal- 


duit. Not a single “Pittsburgh” Reflector made 
since August Ist, 1916, when we began using 
our secret process of backing, has ever been re- 


ported to us as having the silvering tarnish or 
discolor, or the backing crack, check or peel, in 
spite of our 5-year guarantee. Not only is this 
guarantee an agreement to replace defective ma- 
terial, but it is assurance that replacements will 
not be required. 


Write for a complete description of the “Pitts- 
burgh” line; also for free copy of “Show Window 
Lighting,” a valuable booklet. 


ance of the unit interfering in any way. 


The extension arm ball is then put into the 
socket in the wall flange, spot turned to desired 
position, and thumb screws tightened. 


For a portable spot light the wall flange may 
be attached to a block of wood as a base. 


For many years we have specialized in show 
window lighting and have a fund of informa- 


Pittsburgh Reflector & Illuminating 
Company 
403 Bowman Building - Pittsburgh, Pa. 
Third and Ross Streets 
CHICAGO—Reflector & Illuminating Co., 565 W. Washington St. 


SAN FRANCISCO—Myers & Schwartz, 99 New Montgomery St. 
TORONTO, ONT.—Wilson Illumination Co., 2374, Yonge Street 


NEW YORK—145 W. 4ist Street (at Broadway) 
PHILADELPHIA—A. Hopkin Jr., Co., 235 South Eighth St. 
LOUISVILLE—Nicholson Electrical Sales, 307 Keller Bldg. 
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Non-Competitive Demonstrations, I. A. D. M. Convention, Buffalo, June 23-26 


Upper Left, Demonstration of Kickernick patented garments, with live model display, installed by E, Dudley Pierce, 

of Sibley, Lindsey & Curr Co., Rochester, N. Y.; Upper Right, Novelty Draping Demonstration, by Geo. J. Edge- 

comb, of Frank Bros. & Co, Marion, Ohio; Center Left, Demonstration of Ruby Ring Hosiery by A. S. Lemieux, 

The Bon Marche, Lowell, Mass.; Center Right, Draping Demonstration wth three live models, by Herman Franken- 

thal, of B. Altman & Co., New York City; Lower Left, Bathing Suit display, using live models of mother and child 

in sand, by Otto Haraman, Uhler-Phillips Co., Marion, Ohio; Lower Right, Underwear Display by J. H. Hilton, of 
Goldman-Cobacker Co., Des Moines, Iowa. 
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Photograph Taken at Niagara Falls, Showing Part of One Thousand Displaymen and Manufacturersiitinc 


as the photographs were concerned, the arrangement hav- 
ing been made with the photographer in advance. He 
was willing to take the photographs gratis, not only for 
the publicity he would receive through the window dis- 
play, but because he would have the original plates, and 
this resulted in many orders from the graduates afterward. 

“There were more than one hundred in the class. The 
display was placed in the window for a week, and at the 
end of ten days, the graduates were invited to call at the 
store and receive’ the photographs free. The only cost to 
the store at all was the show cards, or name cards, neces- 
sary to stand alongside each photo. In addition to the 
interest created with the public, the display created much 
good will for the store, for the graduates remembered 
where they obtained the photograph.” Mr. Van Coutren’s 
display was well balanced, and the photographs were 
placed on stands, easels and other window furniture, all 
arranged artistically and attractively. 

Demonstrations of novelty draping were conductea by 
George J. Edgecomb, of Frank Brothers & Co., Marion, 
O., and John R. Lamon Tepper Bros., of Elmira, N. Y., while 
S. Fisher, of the Fisher Display Service, Chicago, was dem- 
onstrating the use of crepe paper in window displays in 
Demonstration Window No. 1. This was unique, in that it 
gave the delegates an insight into the use of crepe paper 
for candy displays, or work of that character. Mr. Fisher 
took the place of his brother, I. Fisher, who was detained 
in Chicago by business and could not attend the convention. 
He proved a wizard in the use of this material, and after 
the background was completed, installed a neat display 
of candies, in boxes. At the conclusion of his talk, Mr. 
Fisher announced that the display would cost only $1.25 
te install, complete. 

Francis B. Frazee, of The Larkin Company, Buffalo, 
addressed the delegates on “The Human Touch,” in which 
he urged more human interest in window displays, and 
advertising in general. 

“Mere beauty does not make a window display a suc- 
cess,” said Mr. Frazee. “In trimming a window with home 
furnishings there must be that mother’s touch with flowers 
tastefully arranged, the smoking stand in the- corner for 
father, the morning newspaper on the breakfast table, and 
other little homelike features that make the display not 


# 


orly attractive, but inviting and sales compelling. 

“The display manager of a retail store should be the 
voice of that institution. He carries the message of the 
store to the shoppers on Main street or on a side street 
wherever that store is located. The advertising manager 
writes his message to be the read in the home, but when 
the shopper approaches the doors of the store, the display 
manager steps in and gives the finishing touch.” 

Demonstration displays of Ruby Ring hosiery; laces and 
underwear, were installed respectively by A. S. Lemieux, 
of the Bon Marche, Lowell, Mass.; Harold B. Strait, of 
the Woolworth Company, Buffalo, and J. H. Hilton, of the 
Goldman-Cobacker Co., Des Moines, Iowa. In announcing 
these demonstrations, Director McEachnie called attention 
to the fact that it was the first time a place on the pro- 
gram had been given to a representative of the Five and 
Ten-Cent Stores. He paid great tribute to Mr. Strait’s 
ability as a displayman, and this was proven by his artis- 
tic display of laces. The hosiery display was made distinc- 
tive as a national advertising tie-up by Mr. Lemieux, with 
the use of an attractive silk poster. The underwear dis- 
play by Mr. Hilton was exceptionally high class, and in 
addition to being artistic, was a good merchandising value. 
One of his usual attractive show cards was used with the 
display. 


Second Day’s Sessions Get Under Way 


The second day’s session started soon after 10 o’clock 
Tuesday morning, June 24, and President Cronin called 
in several substitutes to act as chairmen while he partici- 
pated in the executive committee deliberations. 

Lothar F. Dittmar, display manager of The Union Com- 
pany, Columbus, Ohio, was the first speaker at this Tues- 
day morning session, his subject being, “Don’t Change 
Your Job, Change Yourself.” The theme of Mr. Dittmar’s 
address was an appeal to the displaymen of the country 
to realize that they are salesmen just as much as the men 
and women inside the store. He urged displays that would 
combine merchandising value as well as artistry. 

“We are all salesmen and the sooner we begin to realize 
that, the better contented we will be with our jobs,“ Mr. 
Dittmar said, “I was in my last job two months when I 
was ready to change again. That was when I began to 
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study the possibilities of display work and realized that it 
could be made mighty interesting if salesmanship were 
considered in making better displays. Now I am willing 
to hold the job because it is a good one. It takes a year 
to make a job a really good one. What you want to do is 
study your position and change yourself before you begin 
considering changing your job.” 

Proving that he was ready to be on the job at all times, 
Mr. Dittmar then jumped into Demonstration Window No. 
2 to take the place of G. Gordon Meyers, of The Rollman’s 
Sons Co., Cincinnati, who was unable to attend the con- 
vention. This was a competitive demonstration on Kiddie 
Cloth. Mr. Dittmar’s installation won first award; Harry 
Kramer, of the C. K. Whitner Co., Reading, Pa., won 
second prize, and George H. Talbot, of H. Heyman’s Sons, 
Brooklyn, N. Y., third. 


Arthur Freeman Talks for New Association 


Arthur Freeman, President of the Einson-Freeman Co., 
New York, and Chairman of the Board of Directors of the 
Window Display Advertising Association, followed the 
demonstration with an exceptionally interesting address on 
“Why the W. D. A. A.” In his talk, Mr. Freeman men- 
tioned that he was advertising manager at Younker 
Brothers store, Des Moines, Iowa, when Jack Comeron 
was display manager. Mr. Cameron afterwards became dis- 
play manager for the Harris-Emery Co., Des Moines, which 
position he still Occupies. 

“T predict that within the next ten years, window dis- 
play advertising will be the leader of all forms of adver- 
tising. Window display is now a more specialized business 
and profession that may be divided into several classi- 
fications: First, windows in big department stores, chain 
stores and others; s€cond, other groups for service, includ- 
ing men who install groups of windows; and third, an 
element that includes 90 per cent of the windows which 
are neglected—the merchant who has no display manager. 

“A number of years ago I saw a man up in the Bronx, 
New York, with some little contraption in his hand that 
I thought was a stop-watch. I said, ‘What’s the big idea?’ 
and he replied, ‘Don’t- bother me for a moment,’ then 
when he was ready to talk to me told me the story of the 
selection of locations for the United Cigar Stores. The 





object he held in his hand was a ticker, and whenever this 
chain desires to locate a new store, they tick off the pedes- 
trians passing a given corner. Invariably they select the 
one, regardless of rent or price, where they will be assured 
that the most persons will pass during the day. 

“The national advertiser is another class that deserves 
consideration in the advance of window display advertising. 
The manufacturer has waited until the time became op- 
portune to advance window display as one of his mediums 
of advertising. Concerns are springing up every day look- 
ing for men like you for the fundamentals of window dis- 
play interests. It was this interest in window display that 
led national advertisers to become instrumental in the or- 
ganization of the Window Display Advertising Association 
at a meeting in Cleveland, Ohio, in March. This associa- 
tion has made remarkable progress and has only recently 
been affiliated with the Associated Advertising Clubs of the 
World as a departmental. 

“When the president of our association, Dr. F. H. Peck, 
of E. R. Squibb & Sons, New York City and myself went 
to your president, Mr. Cronin, and told him of the new 
Window Display Advertising Association, he said, ‘Great! 
I am for anything that will advance the medium of window 
display!’ And that’s the way we feel in the W. D. A. A., 
and the way we should all feel, for window display is 
too big a subject to afford or permit any vision that is 
narrow. As window display advances as an advertising 
medium, Truth in Advertising, long fostered by the Asso- 
ciated Advertising Clubs of the World becomes a predom- 
inant issue. You can misrepresent, you can lie, in window 
display as well as in any other medium of advertising. You 
men should immediately grasp hold of the opportunity to 
kill off the lie in window display, wherever it raises its 
head. You have a great function to perform and I am here 
today at the invitation of your executive committee, to sit 
in with a committee of W. D. A. A. members at your 
deliberations. We are honored to do so, and we will 
extend the same invitation and courtesy to your associa- 
tion, so that you may be represented in a similar manner 
at our conventions. You have a big, broad field ahead of 
you. And all of us can only get out of the window display 
field what we put into it.” ; 

B. A. Rainwater, master show card writer of St. Louis, 
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entertained the delegates with “Late Speed Stunts,” and 
gave the displaymen some exceptionally beneficial ideas and 
demonstrations of card work for displays. He was followed 
by H. H. Tarrasch, display manager of Stix, Baer & Fuller 
Dry Goods Co., St. Louis, with an address “What Brings 
Success to Displaymen.” Mr. Tarrasch’s address was very 
instructive. 


Must First Sell Himself to Employer 


“In order to successfully organize and handle the display 
department in a store, be it ever so big or ever so small, 
it is firstly necessary for the displayman to sell simself 
to his employer 100 per’ cent,” said Mr. Tarrasch. “By 
that I mean, before you can expect your firm’s confidence, 
before you can expect to spend your firm’s money for 
embellishments and decorations, you must have established 
the fact that you are ‘their’ man; that you are doing the 
kind of work they want and they need for their business. 
I would say at this point that this is probably 90 per cent of 
yqur battle. In order to do this successfully, you must 
study the business in which you are working, the volume 
they do, which will guide your expense budget, the kind 
of clientele they are catering to, which will guide the kind 
of window they should have. 


“You must work with the buyers not against them, on 
your side, so that your organization and the rest of the 
store can work in harmony for the common good of the 
business. All this will help sell you to your firm. After 
you have reached that point in your particular organization, 
then you can begin to install new methods of conducting 
their display department more modernly and successfully, 
such as the budget system, merchandising your: show win- 
dows, and many others. But this will not do unless: you 
have built the groundwork of your position, which is'SELL- 
ING YOURSELF TO YOUR FIRM. hs 


“I advise, from what little personal experience ‘I have 
had, that every displayman in the country should work 
on the budget plan. He should go to his employer at 
the end of each fiscal year and if possible, discuss with 
him on the basis of volume of the past year and the inten- 
tion of the business to be done for the coming year, the 
window ‘expense, which should include payroll, store decor- 
ations, permanent fixtures, decoratives and embellishments. 
Then you can plan your display work for a whole year 
ahead. You know how much money you will have to spend 
for fall and for Christmas and this way of working will 
broaden your field and help to make you a manager of the 
finances of your department, which has been so sadly 
neglected by many displaymen throughout the country. 
I would go further and say that studying the Trade Jour- 
nals religiously will give any displayman, be he ever so 
experienced, a liberal education.” 


One of the best competitive demonstrations of the en- 
tire convention in point of interest took place at this ses- 
sion and was devoted to displays of Nettleton shoes. This 
was won by A. L. Meadows, of Washer Brothers, Fort 
Worth, Texas; Henry Lins, of the Louis Traxler Co., 
Dayton, Ohio, taking second award, and H. H. Peeling, 
of the Adler-Childs Co., Dayton, Ohio, third. This closed 
the Tuesday morning session. 


Jack Cameron, vice president, was in the chair during 
the Tuesday afternoon session and kept the delegates in 
good humor with his witty remarks. Martin L. Pierce, 
of The Hoover Company, North Canton, Ohio, delivered one 
oi the outstanding addresses of the convention on the sub- 
ject, “The Use of Emotional Appeal in Merchandising.” 
He did not confine his address to experiences in his own 
company but cited many instances which are familiar to 


the minds of the people generally, because of the national 
advertising and the tie-ups which the manufacturers em- 
ployed to appeal to emotions of the buying public. 

“T recently passed a store” Mr. Pierce said, “where a 
woman, working with a toaster and other electrical ap- 
pliances was in the window. I could not resist the ap- 
peal to go inside, and almost had to choke myself to keep 
from saying, ‘Alright, here I am, ready for breakfast.’ The 
same emotional appeal has been carried out in hundreds 
of campaigns, and the results have more than justified 
the effort. The ‘Save Mother’ campaign conducted by 
electrical appliance interests recently, was another example. 
The window displays, alone, in that campaign not only ap- 
pealed to the emotions of the public, but they actually 
accomplished a great amount of good. 

“Carnegie Institute says that out of every one hundred 
persons inside the store, only forty-five buy, fifty-five go- 
ing out without any merchandise. Advertising and display 
are ten to fifteen years ahead of selling. Now is the time 
to develop selling. If you are only face to face with the 
customer one hour out of every five as Carnegie Institute 
tells us in its statistics, then its time to develop the other 
four hours. You displaymen of America have the greatest 
opportunity of any source to develop and put over a selling 
campaign.” 

The nominations for the various offices for the year 
yere then declared in order and -President Cronin called 
for nominations of any others from the floor of the con- 
vention, so the tickets might be printed and the election 
held on Wednesday It was at this time that Clement 
Kieffer, Jr.. convention director, in an address that caused 
quite a demonstration, refused to accept the nomination for 
the presidency. The nominations were officially closed and 
an invitation was then extended by the Merchants Asso- 
ciation of New York City to hold the 1925 Convention at 
Grand Central Palace. 

Live model draping next held the attention of the dele- 
gates, and each of the three demonstration windows was 
occupied by an attractive model, each of which was draped 
by Fritz Jo Hansen, of The H. Holthaus Co., Union Hill, 
New Jersey; Ludwig Fruhauf, The Cohn, Hinkel Co., 
Wichita, Kansas, and Ellsworth H. Bates, of C. W. Klem, 
Inc., Bloomington, III. 

The first of two talks on lighting was given at this 
meeting by C. L. Foulkes, of Curtis Lighting. Inc., Chicago. 
Mr. Foulkes took the place assigned to C. E. Johnson, of 
the same company, who was unable to attend the conven- 
tion, and his subject for the first address was “Harnessing 
Light to Promote Sales.” In this, Mr. Foulkes used a 
demonstration and color lighting was also given consider- 
able attention: 


Stirring Address by Northwestern Displayman 


Karl Amdahl, display manager of the Palace Department 
Store, Spokane, Washington, in a sincere, stirring address, 
urged broader vision on the part. of displaymen and drew 
prolonged applause for his frank statements. He called 
attention to the new Pacific Northwest Displaymen’s Asso- 
ciation, which was rectnly formed and the convention to 
be held in Spokane, Washington in September, which he 
predicted would be an exceptionally important meeting. 
The new Pacific Northwest Club, he said, started off with 
a membership of 300. 

“T have been in the profession twenty-seven years,” 
Mr. Amdahl said, “and I still see it in its infancy. We 
have not yet touched the broadest part of the great work 
ahead of us. Take your work seriously! The greatest thing 
today in connection with any store is the window that will 
sell the merchandise. If you go at it in a haphazard way— 
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BRIGHT AS THE SUN 


Windows that Speak Aloud 
To the Passing Crowd 


The moving crowds—stop them and sell them by 
your artistic window displays. Window displays of 
quality that speak for themselves. 

You can do it if you use Sol Satine for color con- 
trasts, for rich backgrounds and floor coverings, for 
all drapings. 

Sol Satine has all the sheen and lustre of satin, 
yet it is most reasonably priced. Comes in 36 beauti- 
ful shades and colors, in 32 and 54 inch widths. 

Send for samples. 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 


New York Show Rooms 
1140 Broadway 
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SATINE 
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WEARS FOR EVER 
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JUST OUT—New and Sensational Line 
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THE LONG LOOKED FOR DEVICES FOR DISPLAYING 
SHOW CARDS AND PRICE TICKETS, ALSO MERCHANDISE 


Cards no Longer Fall Backward or Bend Forward, Must Stand Erect 4 


. 1 will hold an 8-ply card (and up) 22x28 inches also 2 small cards. “4 
2 will hold a 6-ply (and up) card 14x22 inches square, also 2 small cards. 7 
3 will hold a 6-ply (and up) card 8x10 inches square. ff 
. 4 will hold a small price ticket. The line comprises 25 new and useful devices for every class store. 
Fixture Sales 
The most attractive and useful line ever placed on the market. Write for catalog, cuemiiae tee 
Gentlemen: 


prices and samples by mailing the attached coupon. Salesmen and dealers wanted. 
Send me catalog and 


samples of 


FIXTURE SALES COMPANY Ye 


Manufacturer’s Agents For National Fixture Company Products tale eat a gi aa A 
CHARLOTTE, N. C. 
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Two Demonstrations by Canadian Displaymen at I. A. D. M. Convention 


~Left, Display of Hickok Belts, Using Unique Cut-out Figure by J. H. Carruthers, of Oak Hall, Ltd., Toronto, Ont.; 
Right, Display of Neckwear by Fred Ashfield, of Bryson-Graham Co., Ottawa, Ont., Canada. 


if you call merchandise JUNK, what does the customer call 
itr I have been giving careful study to merchandising. 
When a customer asks for a gown in the window, take ic 
out cheerfully. Realize that although it may be trouble- 
some, its an important part of your work. The idea of 
merchandising is the most important phase of window dis- 
play, or its contributory factors today. Universities are 
rapidly taking up the study of modern merchandising and 
I predict that in a few more years they will all be doing 
it There are plenty of opportunities for a display manager, 
if he will grasp hold of them, improve his conditions and 
make himself more valuable to his store.” 

The competive demonstration for displays of Holeproof 
Hosiery brought out some of the real novelty windows of 
the convention sessions. Raymond T. Whitnah, master 
prize winner in national contests proved his ability. with 
a unique display that won first prize. H. H. Peeling, of the 
Adler-Childs Co., Dayton, Ohio, won second award and 
Lothar F. Dittmar, The Union Company, Columbus, Ohio, 
third. 

At the conclusion of the Tuesday afternoon session, 
the delegates all mobilized in front of Broadway Audi- 
torium and four interurban trains conveyed the delega- 
tion to Niagara Falls. By special permission, the first 
time ever granted, the visitors were permitted to cross the 
bridge to Goat Island after nightfall to see the illumina- 
tion of the falls from the Canadian side. This was another 
achievement of the Buffalo committee in entertaining the 
visitors. The huge convention photograph was taken with 
Niagara Falls in the background and is the most interesting 
picture of any I. A. D. M. convention crowd yet taken. 

The following were chosen members of the board of di- 
rectors of the I. A. D. M., to serve for one year: Jerome 
Koerber, Strawbidge & Clothier, Philadelphia; Edward 
Munn, New York City; A. G. Monroe, St. Paul, Minn.; 
Ellsworth H. Bates, Bloomington, Ill, R. T. Whitnah, 
Crosby Brothers, Topeka, Kansas, and Karl Amdahl, The 
Palace Store, Spokane, Washington. 


Jack Cameron Talks on Care of Windows 


Raymond T. Whitnah, one of the retiring vice presi- 
dents of the association presided at the Wednesday morn- 
ing session, which was opened by Jack Cameron, display 
manager of the Harris-Emery Company, Des Moines,.Iowa, 
long a figure in the display conventions, and now the presi- 
dent of the organization. Mr. Cameron’s talk was on the 
subject “Caretakers of Windows.” He predicted a new era 


of window display merchandising, and window display ad- 
vertising, but declared that prices must first be lowered 
to reach the desired standard. 

“Put punch in your windows for the most effective way 
to sell merchandise is to display it properly,” Mr. Cameron 
said. “Prices are coming down and through price appeal, 
windows can be made to sell a greater volume of merchan- 
dise. Did you notice how many more window display con- 
tests were held this year than ever before? The point is 
that the manufacturers believe the only way to sell is to 
get the displayman to display their wares. But the only 
way to get business is to show the wanted items of interest. 
Heretofore a department was stuck with a lot of merchan- 
dise and needed help. They gave them windows in pre- 
ference. Today you have to show, to sell what the people 
want. Remember, the passing automobile views your 
windows. Try to trim to that point. And trim always 
tc the eye. Make your windows clean all the time. Just 
imagine what it means to have clean windows. Put the 
snap into your displays. That is the secret of good win- 
dows.” 

In commenting on Mr. Cameron’s talk President John J. 
Cronin said that more than one million dollars are wasted 
annually by national advertisers through sending qut broad- 
cast literature and display material to retail stores, which 
are tossed into the rubbish heap. He believed there should 
be greater cooperation ‘between the national advertisers and 
displaymen to stop this enormous leak. 

Live model draping by George Talbot, display manager 
oi H. Heyman’s Sons, Brooklyn, N. Y., proved an attractive 
feature of this session. Mr. Talbot announced at the 
opening of the demonstrations that he was so pleased with 
the work of the Buffalo models who participated in the 
demonstrations, and their willingness to assist in the dem- 
onstrations, that as a reward he would present them with 


the gowns used in the draping demonstration. At the con- 


clusion of the individual draping demonstrations, he used 
live models in forming a tableau to depict the I. A. D. M. 
shield. This won prolonged applause. 

P. W. Hunsicker, of Alliance, Ohio, assistant secretary 
of the Chamber of Commerce of that city, and former sec- 
retary of the I.-A. D. M., was introduced and gave a 
brief address on “Furniture Displays.” 

“Furniture displays have increased business materially 
where they have been properly attended to “Mr. Hunsicker 


(Continued on page 45) 
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Opportunity is The twenty-seventh annual conven- 
Waiting at the tion of the International Association 
I. A. D. M. Door of Display Men, now being a thing 

of the past, all eyes are turned to- 
ward the administration of the year ahead, for there 
is no question but that Opportunity is knocking at the 
door of this association more vehemently than ever 
before. It is the hope of the more progressive display- 
men who sense the tremendous possibilities of this great 
field that the door will be opened and Opportunity 
grasped by the hand with a grip that means certain 
future success and new achievements that will stand as 
monumental credit to the profession and the field, in 
general. 


The retiring president of the association, Mr. John 
J. Cronin, and practically every speaker who appeared 
on this year’s convention program, urged the display- 
men present to obtain a broader vision of the field which 
they are serving. They were told that unless they ob- 
tain this broad vision of the future they would soon find 
themselves in the rut into which any man is likely to 
sink without applying himself to the task assigned to 
him. 

The new president, Mr. Jack L. Cameron, is a dis- 
play manager of broad vision and of recognized ability. 
His display work not only stands forward as evidence 
in itself, but the many displaymen who have worked 
under his guidance and have graduated into managerial 
positions throughout the country speak another word 
of commendation for his efforts. Mr. Cameron is a 
man who has the vision to see the wonderful opportu- 
nities in the future of the entire display field. We be- 
lieve he will grasp them, and The DISPLAY WORLD 
wishes to extend its sincere congratulations and prom- 
ises of co-operation to him. 


The International Association of Display Men has 
passed through twenty-seven years of existence -and 
now enters upon its twenty-eighth year. And even yet 
the real surface of the display field has scarcely been 
scratched. There is so much ahead—so much to do, so 


much to achieve—that the new administration should 
feel it can accomplish its greatest work if it can bring 
about the realization by all displaymen that they must 
not be content with considering their daily work a 
“grind.” They must realize that Opportunity will only 
recognize those who have striven to make the display 
realm have the recognition it deserves. There is too 
much ahead, too much to be studied and digested, to 
permit narrow vision on the part of any clique, faction 
or part of the I. A. D. M. Instead, there must be unity 
of purpose, function and achievement. Then, and then 
only, Opportunity will introduce a few of his friends— 
Advancement. Success and Recognition. 





What Does the One of the most striking impres- 
Customer Think sions at the I. A. D. M. convention 
Of Your Ideas? in Buffalo was contained in the ad- 

dress by Karl Amdahl, clever dis- 
play manager from Spokane, Washington, and director 
of the Pacific Northwest Displaymen’s convention to 
be held in Spokane in September. 

“Tf you call the merchandise you place in the win- 
dow junk, what do you think the customer calls it?” 
was Amdahl’s statement, which brought forth an out- 
burst of applause. This is worthy of the consideration 
and deliberation of every displayman in the country. 
Just what does your customer think of your ideas? The 
expressions of the displayman must find their way into 
his window displays. If he considers the merchandise 
“junk” it will look like “junk” when.it is placed in the 
window. This reverts to our previous editorial on the 
subject of broad visién and opportunity. - The type of 
displayman who considers his merchandise junk has no 
place in the I. A. D. M. until such a time as he can be 
made to coincide with the broad vision that the majority 
of displaymen, it is hoped, possess. 

Mr. Amdahl deserves credit for his frank and open 
expression of facts, and there is every reason to believe 
something worth while will come of the organization of 
Northwestern displaymen. 
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New Device Displays Cards Easily 


Also permits use of small merchandise or 
a series of several show cards 


One of the difficult problems for the displayman has 
been the proper display of the show card, or a series of 
cards. This has been solved, in a great measure by the 
Fixture Sales Co., of Charlotte, North Carolina, with a 
new device, which was exhibited to displaymen for the 
first time at the recent convention in Buffalo. A series 
of several stands for displaying cards was shown and one 
of these, the Wannamaker provides much efficiency in 
this part of the window display. 

This device will hold either one, two or three cards 
at once, and rigidly for an indefinite period of time, with 








Show Card Holding Device Made by Fixture Sales Co. 


ne bending forward or falling backward. For large cards 
22x 28 inches, an 8-ply card can be used; from size 14 x 22 
down, one or two-ply board or a single sheet of paper may 
be used. One demonstration which proves the effectiveness 
of the display card stand was made by the manufacturer, 
utilizing an 8-ply card, 22x 28, a smaller card, a collar and 
the price. This proved effective in a unit collar display 
for it told the entire story in one setting. Aside from 
being practical, the device is neat and artistic. 





Display Turntable Is Effective 


Operated at low cost and lasts for years, 
yet capable of varied operations 


The Universal Turntable, manufactured by the Electric 
Window Salesman Co., 46 Cornhill Street, Boston, Mass., 
has proven a popular new introduction in the display field. 
Produced at a low price, it is operated at a cost of less 
than three cents a day yet it lasts for years. It is adap- 
table to either the counter, the showcase, or the window. 
Its capacity makes it possibly to carry a weight up to 
several hundred pounds, and it revolves steadily without 
jerks and jars. 

With the feeling of many smaller stores today that 
they need to “pep up” their window displays to compete 
with the windows of the larger stores, the new Universal 
Turntable fills a long felt want. It provides motion for the 
display, and whether it be in the smaller store, or the largest 
department store, it is adaptable to the better class of 
displays. Se 
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An exquisitely hand modeled 
wax figure breathes its feeling 
of life — of naturalness — of 
utility, into the very garment 
it displays. 

Every “Frankel” wax figure 
is created to serve indefinitely. 
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mineral wax, scientifically 
prepared, is the reason for its 
successful use under all cli- 
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Photographs of Our Newest 
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“Every type of display fixture known” 
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to the display profes- 

sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 


Everywhere you will find - 


The DISPLAY WORLD 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 


Sample copy 25c 
Subscribe 
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ORDER BLANK 


The Display Publishing Co., 

Cincinnati, Ohio. 
Gentlemen: Enclosed find $2.00, for which enter my name on 

your subscription list for a full year’s subscription—12 issues— 


Sales Start With Windows 


Thousands of automotive dealers respond to 
call of association to clean up displays 


By ARTHUR R. MOGGE 
Merchandise Director, Automotive Equipment Ass’n. 


LEAN UP, Paint Up, Sweep Up, Mop Up, 
Doll Up, Check Up, Wake Up, and Ask ’Em 
to Buy,” was the terse message sent out by 
the merchandising department of the Auto- 
motive Equipment Association to all acces- 
sory dealers, car dealers and garagemen. 

Thousands of dealers were quick to respond to the idea, 
and it has been interesting to note how the campaign has 
worked out, particularly relative to the use of display win- 
dows to sell automotive equipment. It has been said that 
of every one hundred impressions which reach the brain, 
eighty-seven come through the eye. This statement evi- 
dently appealed to many men who were interested in sell- 
ing automobile accessories, for the Clean Up, Dress Up 
idea was supplied very profitably to display windows and 
real efforts were made to make favorable and selling 
impressions. 

Any person who has anything to do with trimming 
windows should keep this thought in mind—even a self- 
starter has to be stepped on. A, start is everything and 
it is easy to’ start sales with attractive windows. The 
average car owner does not have time for more than one 
glance as his car flashes past a dealer’s place of business. 
Successful merchants have come to realize existing con- 
ditions and trim their windows to tell a story briefly, but 
impressively. 

While many automotive sales are made to pedestrians, 
it is important that windows be trimmed to attract the 
attention of everyone who passes. The best way to do 
this, and get real results, is to decide on an item to be 
featured, and then make it stand out like “The Statue of 
Liberty” in the window. Over-crowding with too much 
merchandise invariably detracts instead of adds to appear- 
ance. Simple and neat displays are best. 

A clean and attractive window is an asset. Merchants 
in other lines have long realized the sales value of windows 
and buy special materials and hire expert window dis- 
playmen to put their message over. In the automotive busi- 
ness such expenditures are not necessary. Regular stock 
can be used. Backgrounds and special settings can be 
obtained without charge from manufacturers, and a per- 
son with previous experience is not needed to trim an 
accessory window. 

The leading magazines interested in the art of display 
regularly offer constructive suggestions, and anyone who 
wants to increase sales can well afford to give. some 
thought to the value of display windows. Those persons 
who have not had experience trimming windows undoubt- 
edly can profit from the following instructions @¢worked 
out to help dealers sell more accessories: 

1. Remove all = placards, theater posters, etc., 
from the window. Take out all merchandise. 

2. Wash the windows, inside and out. Clean the floor 
and background of the window. 


a a ae ae 


3. Make a background if the window doesn’t have one. 
This should extend up at least five feet above the line of 
the sidewalk in front of the. window. Light lumber, 
or heavy wall board properly supported will suffice. Crepe 
K paper mounted over a frame to fit the back of the window 
is another very inexpensive method, 

4. Colored coverings for floor and background. Crepe 
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paper or cloth may be used. Bright colors attract atten- 
tion and bring out details of the merchandise displayed. 
Blue, green, purple, red and orange are good, but they 
must be changed frequently as they fade when exposed to 
intense sunlight. Yellow and white are good. They are 
not as forceful as some other colors, but they are more 
durable. Black -meets the approval of many accessory 
dealers because it does not show dirt, doesn’t fade and 
“sets off” nickeled finishes. Black, however, does not bring 
out the details of many automotive products which have 
a black enamel finish. . 

5. Pedestals and shelves are excellent to elevate display 
merchandise above the floor of the window. The desired 
effect can be gained by using boxes of various sizes and 
boards covered with crepe paper or cloth. Merchandise 
should be up off of the floor and placed so that people 
driving by in an automobile can see the items featured. 

6. A central object should dominate the window. It 
should play a very important part in getting over the idea 
of the window. From this large central object group placed 
in the rear center of the window, all other items should 
radiate, either in rainbow, pyramids or stair-step forma- 
tions. Larger items should be in the back of the window, 
either in the center, corners, or both. Medium sized items 
should be about half way back in the window and the 
smaller items should be in front. 

7. If possible, tie up with the national advertising cam- 
paigns of the manufacturers of the merchandise displayed. 

8. Have ample stock on hand to take care of all orders 
for merchandise shown in the windows. 

9. Clean Up! Paint Up! Sweep Up! Mop Up! Doll 
Up! Dress Up! Check Up! Wake Up! 

10. “Ask ’Em to Buy” and “Ask ’em to PAY.” 





Vacant Store Windows Are Utilized 


Experience of Virginia establishment proves 
success and interesting comment heard 


Editor’s note: The utilization of vacant store windows 
in a city for the purpose of displaying the merchandise of 
one of the larger stores, has long been a subject of discus- 
sion. Just how successfully it works out is shown in the 
following story,’‘and I invite others to submit their experi- 
ences along this line. 


By IRVING MAY 


Treasurer, Thalhimer Bros., Richmond, Virginia 

N regards to utilizing windows of vacant stores for extra 

advertising displays, I would say that our experience 
has been quite successful. During our Anniversary Sale, 
several stores being temporarily vacant, adjacent to ours, 
the display windows were immediately utilized. The names 
of the former occupants were erased, and the name of 
Thalhimer Brothers placed thereon, followed by the words 
“Temporary Display.” 

I personally stood near the window to hear’ the com- 
ments. They attracted particular attention, inasmuch as 
the winfows had shown nothing but shoes, previously, and 
to see millinery, dresses and other material in them, caused 
much comment. Naturally, the eyes followed to the name, 
and if no other benefit was obtained, the advertising fea- 
ture was exceptionally valuable. 

The windows, however, were not adopted to the display 
of the finer type of merchandise and since our sale, we 
discontinued them, for the one and only reason that the 
display windows were of the type not suitable to our reg- 
ular merchandise. We believe, firmly, that displays of this 
character in vacant windows, if suited to broader possibil- 
ities, would be of great value to us, in advertising and good 
will. : 
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Unless you are expert in making the very latest style 
drapes, you are handicapped in your Window Display 
work. The great success of the Koester School has 
been due largely to its teaching of the Koester method 
: of Draping. Over 10,000 students 
have graduated in the last 20 years. 
Decide now to take advantage of a 
course at the Koester School. 


The Koester School 
Book of Draping 


Shows over 1,000 drapes, 
complete information, ‘a 
lessons, etc., used as 


text book in the school. 
384 pages. Sent post- 
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Send money with order. 
Shall we send our school literature? 
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With the New York Displaymen 


Democratic convention provides unusual window displays—Macy’'s 
rent entire theater for benefit of visitors 


By WILLARD D. HART 
Special Correspondent, The Display World 


N conjunction with the national Democratic 
convention, held at Madison Square Gar- 
den during the latter part of June, the 
local stores devoted much of their display 

window space to that event. They did not stop with 
the windows, however, but used bunting and flags in 
profusion on the front of the buildings and prettily 
decorated the interiors of their stores. These displays 
ranged in pretentiousness from a series of one store, 
which takes over the entire front, to others that dis- 
played a flag and a Father Knickerbocker “welcome” 
poster, and let it go at that. 


R. H. Macy & Co., Inc., turned the entire Broadway 
and 34th Street fronts over to the convention idea. The 
one scheme adopted was carried out consistently in the 
long succession of windows. In each section of a win- 
dow there were American flags draped at the back, 
sometimes on staffs, sometimes in some conventional 
arrangement. On the floor were low platforms, two or 
three, according to the space in the window. Each plat- 


form was assigned to a State of the Union, as indicated . 


by a card attached. Above were State flags or seals or 
both. Along the floor in front lay a wreath of leaves. 
On the platform were products of this particular State 
which were on sale in the Macy store, and in some cases 
a Welcome poster. The window containing products of 
Virginia, North Carolina and South Carolina was very 
clever. The Virginia unit showed pickles, eggs, and 
some cotton goods ; North Carolina offered cotton goods, 
tobacco and turpentine ; South Carolina presented cot- 
ton and rice. These windows presented an interna- 
tional display of merchandise carried in the store. 


The Fifth Avenue front of Lord & Taylor was all 
convention. The corner window contained women fig- 
ures dressed in costumes of 1868, the year of the last 
previous Democratic convention in New York. The 
window next concerned itself with the present conven- 
tion. At the center, over a drape of blue, white and 
orange, New York colors, hung a large framed picture 
of Madison Square Garden. At the right and left were 
panels in silver cloth, on which were pictures of Cordell 
Hull and Senator Pat Harrison. Two floor lamps stood 
at the right and left of the center. A Knickerbocker 
poster stood in front of one lamp. Pictures of the 
1868 convention, from a Harper’s Weekly of the tinie, 
appeared in one window with other historical data. 
Another layout had General Grant and General Lee in 
plaster among flags of the Union and of the Confed- 
eracy. Still another window, getting down to business, 


showed the Lord & Taylor store of 1868, and pictures 
of two of the Lord family, proprietors of the store at 
that time. 

The idea of employing costumes and atmosphere of 
1868 was developed quite fully at McCreery’s, in a 
display of the picture type entitled, “A Parlor of 1868.” 
At the middle of the window stood a young woman in 
beruffied, short-waisted gown of pale blue. At her left 
a similar young lady in cerise presided at the piano. A 
card said that this was the first piano made by Steinway 
in the United States. Farther to the left was a small girl in 
a strangely puckered dress of blue. The right side of the 
window was given over to furniture of the period, stiff 
looking chairs, ornate little vases and a cricket, on which 
rested a little hat and a diminutive parasol.. Characteristic 
framed pictures hung on the walls. 

A window given over to welcoming the convention 
delegates also appeared at James A. Hearn & Sons. A 
large poster of blue velvet with hand-painted design took 
up most of the window. It contained a picture of Father 
Knickerbocker surrounded by a border of seals of all of 
the states in proper color. Flags and shields were placed 
at the sides and front of the velvet poster. 

The Wanamaker store contented itself with a large 
welcome poster in a large cretonne display. In other stores 
the flag and the regular poster appeared with considerable 
regularity, both inside and out. Flags, shields, and twining 
vines occupied the columns in great profusion on the main 
floor of Gimbel’s and something of the same sort at 
Macy’s. 


Macy’s Employ a Great Publicity Stunt 

Credit for the biggest publicity stunt undoubtedly goes 
tc Macy’s for the rest room they installed right next to 
the convention hall. Taking over the famous theater, 
located under the same roof as the convention room in 
Madison Square Garden, they converted the orchestra into 
a combined lounging, information and service room. A 
special set of telephone booths were installed, especially 
helpful since there are few phone facilities available to the 
delegates in the garden itself. In this club room, Macy’s 
gave away post cards and stationery stamping the envel- 
opes free, for the convenience of the guests. A booklet 
soliciting depositors’ accounts was distributed. It em- 


phasized the convenience of the system, explaining that 


expert shoppers take care of mail orders, if depositors 
have no personal representative available to shop for them. 

Anybody looking for a contrast could have found it in a 
millinery window at Lord & Taylor in which white hats 
held undisputed sway. The other color was black. The 
background consisted of three black panels, one wide one 
between two narrow strips. The material was velour. A 
little of the ivory colored wall was visible outside the black 
panels. Between the black strips stood floor lamps of iron 
painted black and having electric candles in white. A black 
runner extended across the floor. Three white hats stood 
on fixtures in front of the large panels; one in front of the 
panel at the left; two more took their station at the right 
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all Holidays and 

other numbers for 
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34 inches high, full figure 


Art Fontaine he Co. 
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Pronounced “The Line Beautiful’ by 
Critical Display Men Throughout 
the Country. 


The Special Folder Showing 


our “SIX HUNDRED LINE” 
Awaits Your Inquiry 
SEGALL & SONS 
Manufacturers 
933 Arch St., Philadelphia, U. S. A. 


sDECALCOMANIA Transfers 


FOR WOOD, METAL, GLASS, COATED CLOTH, Erc. 
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Special designs and trademarks 
made to order. Send copy for 
quotations. 


THE COMMERFORD CO. 


110 East 19th Street, New York 
Te]. Stuyvesant 3272 
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Weighted Base 
Adjustable Stands 
No. 800 for 51%4 x 7— 
$10.00 Dozen 


No. 801 for 7x 11— 
$17 00 Dozen 


No. 802 for 11 x 14— 
$20.00 Dozen 


Finished in Gun- 
metal, Oxidized, 
Nickel or Statu- 
ary Bronze. 

Ask for Catalog 
No. 35, showing 
display fixtures. 

Prices F. O. B. 
Factory. 2%—10 
days. 


a ah \\We 


J. B. TIMBERLAKE & SONS 
JACKSON - ° © MICHIGAN 


Stands furnished 

in these heights: 

No. 800—6 in., 8 
in., 10 in. 

No. 801—12 in., 15 
in., 18 in. 

No. 802—15 in., 18 
in. 


Weighted Bases 
—4 in., 5 in., 6-in., 
respectively. 
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Bust Form Displayer 


These displayers can be used inside of 
stores on cases and ledges as well as in the 
windows. 

Send for a copy of our catalog illustrating 
our complete line of window display fixtures. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street icago, II. 
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end. Of the hats at the center, the middle one surmounted 
a small table, the others rested on the floor. A white fox 
fur fell over the right end of the table. A pair of silver 
slippers over white silk stockings appeared on a shoe in 
front, at the left of the fur scarf. In front of the lamp at 
the left an opened parasol of white silk lay on the black 
rug. Farther to the left were another pair of silver slip- 
pers and white hose on a fixture. The white hats stood 
out valiantly against what might have seemed an overpower- 
ing background and compelled attention readily. 

In the windows of Bedell‘s store in 34th Street appeared 
a specimen of display window flora which made an attrac- 
tive bright spot among the larger units made up from the 
merchandise. This plant was something of a botanical 
hybrid. The stalk was.a bamboo pole; flat roses in pink 
and white and also bore a marked resemblance to the 
flower of the hollyhock on a large scale. The general 
effect of the thing as a whole was that of a hollyhock. 
There were three of the stalks in a vase shaped basket 
painted a greenish brown. 

The central unit used in a 34th Street window of hats 
of R. H. Macy & Co., Inc., consisted of a wicker flower 
stand, a bird cage to match the stand, some flowers and 
some hats. The flower stand was in the form of a window 
box mounted on legs and was in the natural color of the 
wood. An arched top like a big handle held up a wicker 
bird cage above the box of flowers which were red gera- 
niums with plenty of green leaves. The three hats nearest 
to the flower stand were, from left to right, tan, green and 
brown. 


Lord & Taylor Display Handkerchief Window 

An interesting handkerchief window was presented by 
Lord & Taylor. One of the large Fifth-Avenue windows 
was used for the setting. It consisted simply of a hand- 
kerchief boat, that is a boat made of handkerchiefs. The 
beat measured about fifteen feet in length. It was the 
reproduction of a large ocean steamer and was made of 
all different colored handkerchiefs, cleverly blended. 

The shoe department in the basement of Hahne & Co., 
Newark, N. J., has a useful adaptation of a type of rack for 
children’s hose. Ths rack is both a store fixture and a dis- 
play fixture. It is based on the cafeteria, or self-service 
idea. The rack consists of a number of. vertical square 
posts held in place by cross pieces and resting on feet 
attached to the end of the uprights.’ Cuts slanting down- 
ward from the surface of the posts are sawed in them. The 
strings holding pairs of shoes together are run into the 
cuts and the shoes hang down the sides of the upright 
stocks. As soon as a mother who is in the market for a 


pair of children’s shoes finds some to her liking she can 


easily remove them from the cut and take them to a 
salesman. to complete the deal. 

These particular racks are seven feet long, five feet high» 
and have a base 18 inches wide. There are eleven columns 
with eight cuts sawed in each one. They will hold 160 
pairs of children’s shoes. 

The design which was made by the buyer in this depart- 
ment called for uprights of thinner stuff and wider. This 
would allow more space for shoes between and space to 
mark the prices. Buth there was the carpenter between 
the pretty plans and the finished product. 





SPORTING GOODS STORE WINS LOCAL CONTEST 

Leonard Kolb, proprietor of the Colonial Sporting Goods 
and Music Store, 4612 Forsythe Avenue, East Chicago, IIl., 
won a silver loving cup awarded by the Merchants Bureau 
of the East Chicago Chamber of Commerce, during a re- 
cent window display contest. 
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THE DISPLAY 


I. A. D. M. Convention Success 


»» (Continued from page 36) 


said, “and I know in my particular instance that the busi- 
ness of the store has been increased 70 per cent by proper 
attention to displays. Keep your windows attractive. Give 
them plenty of human interest. Tie them up with your 
advertising. In my position I handle both, and I find great 
results come by giving your displays and the advertising 
consideration at the same time.” 

When Mr. Hunsicker called for the raised hands of the 
displaymen attending the convention who were working 
cn a salary and bonus basis, ten held up their hands. He 
then advised them: 

“Go back and tell your boss that if you can increase Tis 
business, and you can prove it, that you deserve to be 
placed on a salary and bonus arrangement I worked on 
such a plan and agreed that after I had increased the 
business of the store 20 per cent through furniture window 
displays, I was to receive 2 per cent of that increase. When 
I advanced it another 2% per cent, I received another bonus 
increase. That bonus in two years amounted to two thous- 
and dollars. Don’t you think it was worth going after? Ifyou 
don’t handle the advertising of the store in addition to the 
displays, go to the advertising manager. Take it up with 
him, and split the bonus with him, retaining 1 per cent 
for yourself, and giving him 1 per cent, and notice how 
the combined activity will continue to increase sales and 
provide you with new window display ideas.” 

A competitive demonstration on Fashion Park clothing 
followed Mr. Hunsicker’s address. This was won by J. H. 
Everetts, of the Block & Kuhl Co., Peoria, IIl.; the dis- 
play installed by Eugene Cowgill of the Metropolitan Store, 
Dayton, Ohio, capturing second prize and that of Clarence 
Duff, of the William Erlanger Co., East Liverpool, Ohio, 
third. All were exceptionally good merchandise windows. 


Former I. A. D. M. President Talks Frankly 

B. J. Millward, formerly president of the I. A. D. M., 
and now manager of a display service for Noyes Brothers & 
Cutler, a wholesale drug firm of St. Paul, Minn., gave a 
frank address that stirred the delegates to applause that 
rocked the convention hall. Mr. Millward’s subject was 
“Why the I. A. D. M.” 

“First of all, let us consider what progress have we 
made?” Mr. Millward said, ‘“‘we’re twenty-seven years old. 
I don’t want to criticise, but we must admit criticism is 
fitting if it is constructive. Do we stand as we should? 
li not, why? I will frankly say we are not the power we 
should be. We, ourselves are mostly to blame. We do not 
take ourselves seriously enough We cannot come to a 
convention, go back home and forget about it the rest 
0: the year if we are to succeed. The quicker you realize 
that the better. 

“The work of the organization has been left to a few. 
Everyone should take a personal interest. There are some 
things we’ve GOT to do. Let’s eliminate clique politics! 
Get away from it! There’s too much of it! It’s not good 
fo. this association! Let’s elect men who have the inter- 
ests of the association at heart—not men who seek personal 
aggrandizement. There is no limit to where we can get if 
we adopt strictly business principles. When you go back 
on the job this time don’t forget this meeting and what 
you have learned here. If you will look at the future of 
this organization you will find we have scarcely scratched 
the surface.” 

Non-competitive demonstrations followed Mr. Millward’s 
talk and concluded the Wednesday morning session. Dallas 
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MPYRUP 
MILKREPE 


Keg. U. S. Pat. Off. 





A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. ° 
























4 PLUSHES and VELOURS 


er , FOR 
BSL) Window 
HeNpaosons "Trinaming 


We especially solicit the 
Business of Display Fixture 
Houses and carefully fill same. 


Samples Sent on Request 


NATIONAL PLUSH CO. 


7 West 3rd Street New York City 





















VALANCES 





OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 
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No. 5140 Rolled Top Basket—15x22 inches. 
filled with Roses, Asparagus Ferns, etc., 


with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 


<—>00<—— 


Frank N etschert, Inc. 


61 Barclay Street 























Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 
retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 
Hudson & Federal Sts. Camden, New Jersey 


New York, N. Y. 
VALANCES | 











Millard & Merrifield, Inc. 


2894 West 8th St. Coney Island, N. Y. 


NET BANNERS 


FOR ADVERTISING PURPOSES, FAIRS, 
POLITICAL CAMPAIGNS AND ALL EVENTS 


“2 FLOATS ‘f= 
‘ in the 
and Paint U. S. A. 
Note: We will pay for advance information re- 
garding coming events, such as Carnivals, Celebra- 
tions, Anniversaries, etc., where “FLOATS” will 


be used in Parades if supplied within 60 to 90 days 
in advance. 








M. Schultz, of the Joseph Spies Company Elgin, Illinois, 
installed a very attractive display of corsets; Otto Graczol, 
of the Ellsworth Store, South Bend, Ind., a display of 
lingerie, and Otto Haraman, of the Uhler-Paillips Co., 
Marion, O., a display of bathing suits. Live models were used 
in some of the displays. 

The Wednesday afternoon session found the largest 
crowd of the entire convention in attendance, particularly 
because of the election of officers, which closed the morn- 
ing meeting, and it was believed the results would be an- 
nounced during the afternoon. However, these were not 
made public until the annual banquet, held in the evening 
at the Hotel Statler. 

Joseph Melia, advertising manager of the Buffalo Even- 
ing News, delivered an interesting address at the Wednes- 
da¥ afternoon meeting on the subject, “Linking Window 
Display with the Newspaper Ad.” 

“Link up your window displays with the newspaper ad- 
vertising of national advertisers and your own store,” Mr. 
Melia said, “for without efficient window displays it can 
never be hoped to gain efficiency in newspaper advertising 
to any high degree. If the’ two combine efficiency, the 
maximum of results will be obtained. While the news- 
paper advertisements of a retail store may. bring shoppers 
to the door of the store, it is the window displays that 
prompt them finally to enter and make purchases.” 


A competitive demonstration on.Schoble hats at. this 
session brought some exceptionally high-class displays to 
view. The competition was won by Arnett J. Ritter, dis- 
play manager of the R. R. Baker Company, Toledo, Ohio; 
J. H. Hilton, of the Goldman-Cobacker Co. Des Moines, 
Iowa, was second, and William J. Hanley of the Bilodean 
Co., Alliance Ohio, third. A situation that was unique arose 
in this competition, when the windows of Ritter and Hilton 
were declared a tie by the judges—on points. The dele- 
gates demanded new judges, who then judged between the 


‘two windows, resulting in Ritter’s victory over Hilton. 


C. L. Foulkes, of Curtis Lighting, Inc., again appeared 
for Mr. C. E. Johnson at this session with his second talk 
on lighting. His subject, “Harnessing Light to Promote 
Sales,” proved very interesting, and was illustrated with 
lantern slides and demonstrations that were very unique. 
Mr. Foulkes proved effectively that efficient store and 
window display lighting not only encourages more sales, 
but reduces returns and exchanges. 


Dean of Displaymen Drapes Nine Live Models 

One of the major attractions of the Wednesday after- 
noon session was the draping of nine live models in the 
three demonstration windows by Herman Frankenthal, 
often referred to as the “dean of displaymen,” and who 
presides over the destinies of the display department of 
B. Altman & Co., in New York. Mr. Frankenthal, a veteran 
in the display field, demonstrated that he is even more effi- 
cient than ever with the clever and artistic draping of 
models. The speed with which he worked and the artistic 
effect achieved were amazing to most of the delegates, 
many of whom had never before had the opportunity .to 
see Mr. Frankenthal working in a window. 


In his message to the convention Mr. Frankenthal urged 
displaymen to give more study to the subject of draping. 
He impressed upon*them the importance of this branch 
of the profession’s work, and said that uncut materials can 
best be displayed over wax model forms in the window, 
while the same plan can be utilized in displaying ribbons, 
trimmings, etc. He even demonstrated how a stout model 
might be draped artistically and attractively, so the display 
would have attention-getting power. 

Harry Garfinkel, of Harzfeld’s Store, Kansas City, Mo., 
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Illinois, was one of the features at this session with an interesting 

Graczol, demonstration of ready-to-wear displays. Mr. Garfinkel 

play of worked with an adeptness that proved him a clever expo- YOUR MONEY IS WELL INVESTED 
ips Co, nent of this particular type of displays. WHEN YOU BUY 


ere used The banquet at the Hotel Statler on Wednesday night FIXTURES 


was not only the culmination of the entertainment features 

















largest provided by the Buffalo committee, but by far the most 
icularly elaborate and attractive banquet the I. A. D. M. has ever Manufactured 
> morn- held in connection with its twenty-seven conventions. The by people that 
be an- huge Statler ball room was a blaze of color, and more than know how. 
ere not five hundred surrounded the individual tables and the artis- 
evening tistically decorated dais at the end of the banquet hall. The ke a 
tables were attractively decorated and each was surmounted ; 
» Even- with the name of one of the states. The orchestra played Our product is 
Vednes- vigorously and the delegates and their ladies were soon second to none. 
Nindow singing all the songs in the “I. A. D. M. Him Sheet” found Ww 
e are manufac- 
at each plate. Paper caps, balloons, favors and all sorts of 
per ad- souvenirs added zest and color to the affair. turing Wood, also 
e,” Mr. . Displaymen were exceptionally anxious to know the Metal display fix- 
it can results of the election,:so this was the first announcement 
ertising o: President Cronin as soon as the menu had been served. tures and _head- 
cy, the There were demonstrations for each of the newly elected less forms. Back- 
news- officers, and they were called to their feet to respond. 
loppers Jack Cameron, the new president, was first, with some of ed up by twenty 
ys that his usual witty remarks, and he wound up by presenting years of distribut- , 
the retiring president, John J. Cronin, with a handsome gold ing and manufac- 
at this watch as a gift of the I. A. D. M. and visitors. Clement : : 
lays to Kieffer, Jr., the efficient convention director, was presented turing experience. 
er, dis- with a chest of silver in recognition of his untiring efforts 
Ohio; to make the meeting a success, the presentation being made , 
foines, by Jerome Koerber, display manager of Strawbridge & e 
dies Clothier Co.. Philadelphia The Ladies’ Auxiliary of the Northern Fixture Co., Inc. 
e arose I. A. D. M., in turn, presented Mrs. Kieffer with a token of 25 Main St., S. E. Minneapolis, Minn. 
Hilton appreciation of her work in behalf of the successful meet- 
e dele- ings and entertainments of this branch of the display field. 
en the In the midst of all the din and noise, President Jack 
" Cameron called the delegates to their feet, and they stood 
for one minute with bowed heads in silent tribute to the S l P 
.. departed displayman, the late Louis Weisgerber, the first ates romoters 
iggeiste death in the ranks of the I. A. D. M. in several years. 
Feith John MacFarlane Howie, a well-known figure on the 


inique. lyceum and chautauqua programs of the country, enter- BRIGHTER WINDOWS 


© and tained the banquet guests for more than a half hour with 


dikes, “Sense and Nonsense.” He told innumerable stories of all VELOUR TRIMMED 


nationalities that rocked the ball room with laughter. In 


concluding his address, Mr. Howie said: 
,; “You, as the displaymen of the country, can do much to H d O P] U h 
after- e1icourage and stimulate the business of the United States. 


in the Better conditions are ahead, and displays must be better to 

-. meet es ose time comes a a - eure Rich-Gay and Lustrous Colors 
corner, and you have done your work well, if you have ° . 

ont ol played your part when you pass on down around the corner, in 24, 36 and 50 Inch Widths 

eteran it will not be that you are ‘dead’ on that particular day, 

e effi- but HOW did you die?” 

ng of Geoffrey O’Hara, composer of “Katy,” and many other 3 

rtistic popular songs, entertained the banquet guests with a Samples Gladly Furnished on Request. 

gates, Pianologue that caused gales of laughter. His accompani- * ' - 

ity .to ment to his songs on the piano was exceptionally good. At We also Carry a Full Line of Colors in 

the conclusion of the banquet program the floor was cleared a Very Fine Cotton Velour” 

urged and dancing followed until almost dawn. Interspersed with 

aping. the dancing was an interesting program of entertainment. 

ranch This was featured by Andrew W. Murdison, Scotch come- 

ls can dian, who was introduced as the “Harry Lauder of the 

ndow, I. A. D. M.” Murdison, a native of Buffalo and an excep- The Hydol Plush Company 

ybons, tionally interesting feature with his exhibit at the conven- Established 1889 

tion exposition, proved one of the hits of the evening. He 36 East 21st St. New York, N. Y. 

isplay not only has a real voice, but knew how to use it, and not Yours For Service “HYDOL” 


only surprised the displaymen, but was brought back time 
_ Mo., aiter time to respond to encores. 
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Let your displays do 
more than display— 


Make Them Sell! 


For displaying men’s furnishings this plateau, shirt 
and collar stand unit, in the 


NEW AERO DESIGN 


gets excellent results. 








Quality and 


Originality 


Write for 
Big, New 
Catalog No. 12 
Just Out 








The ONLLWA Fixture Co. 


St. Paul Avenue Dept. D. W. Dayton, O. 














Tramp, Tramp, Tramp 


the crowd will march right past your store if you 
don’t have your lights turned on. he A & 
Electric Time Switch will turn on and off your 
lights and signs automatically at the proper 
time. Send for booklet. 


The A & W Electric Sign Co. 


2126 E. 19th St., 











THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 

















Bronze Signs 


Economy — Quality 
— Service 





MANUFACTURERS 


ART IN BRONZE CO. ‘Cievevano, 0. 


Cleveland, O. 

















’ DOUBLE era TUN TABLES 


DisPLAY «x» SELL MORE GOODS! 


Electric Cost about 3cents aday Capacity over 150 lbs 
Five Year lronClad Guarantee -- Special Price by Mail .- 


cll ELECTRIC WINDOW SALESMAN CO. aensP“atie’ 











Canadian Day Closes the Convention 

Thursday was known as “Canadian Day,” and this found 
quite a good sized delegation of Canadian displaymen in 
attendance. Non-competitive demonstrations were made by 
F G. R. Lacey, of Fairweather’s, Ltd. Toronto; J. H. Car- 
ruthers, of Oak Hall, Ltd., Toronto, and N. L. Birrell, of 
Birrell’s, Haberdashers, also of Toronto. Fred Ashfield, 
display manager of the Bryson Graham Co., Ottawa, On- 
tario, delivered an address on “The Novelty Sale Window,” 
and John O’Connor, of the Murray-Kay Co., Toronto, spoke 
or “Vision in Display.” E. DeWitt Hutt, editor of Men’s 
Wear Review, of Toronto, spoke of the friendship existing 
between the displaymen of the United States and Canada, 
and suggested an international display day to cement that 
friendship and feeling. 

John O’Connor, general manager of Murray-Kay Co., 
Ltd., department store of Toronto, delivered the concluding 
address of the ent:re convention program, and it proved 
one of the most interesting. It was regrettable that all the 
displaymen in attendance did not hear it. Mr. O’Connor 
told the delegates that the displaymen men should not 
resent criticism, as in ninety-nine per cent of the cases 
employers and department store managers give constructive 
criticism which tends to make the displayman more effective 
and of more value to his firm. Mr. O’Connor’s topic was 
“Vision in Display.” 

“Men and women of the display world, for you have a 
world of your own,” Mr. O’Connor said, “the criticism that 
brings into a man’s consciousness the vision that his win- 
dow should display is the most valuable of all criticism 
The displayman is like an artist painting a masterpiece. 
The result of the artist's efforts can not be seen in the paints 
and canvas, neither can a great sculptor be compared with 
a stone cutter. The displayman must use the talent he has 
and the fixtures and merchandise at his command to present 
the most attractive window to sell the merchandise. The 
‘displayman who resents criticism has no vision. 

“I am so much impressed with the Buffalo convention 
and the demonstrations staged in the convention auditorium 
that I wish merchants in general would be invited to the 
St. Louis convention in 1925, as it would tend to bring about 
greater harmony and closer relationship between the dis- 
playmen and their employers. High tribute is due to such 
men as Herman Frankenthal, who for thirty-seven years 
has been the display manager of B. Altman & Co., of New 
York. A new degree of D. D. should be conferred upon 
him by the associat:on—not ‘Doctor of Divinity,’ but ‘Doc- 
tor of Display.’ The display windows, of the store of B. 
Altman & Company have been an inspiration not only to 
members of the displaymen’s profession, but also to the 
millions of visitors who have been in New York City.” 

Thursday afternoon’s business sessions were suspended 
and the convention officially came to a close with a meet- 
ing of the executive committee at the Hotel Statler at the 
end of the day, just before the displaymen started for their 
homes. 





EXCEPTIONAL CATALOG IS PUBLISHED 


An unusually attractive catalogue with a beautifully 
embossed cover has just been published by Jas. B. Williams, 
Inc., 1142 Broadway, New York City. A radical departure 
in Williams’ presentation of display fixtures is emphasized 
on the front cover of the book—the featuring of special 
furniture for window display purposes. In the past, suc! 
selections were taken at random from the furniture de- 
partment, and many stores not having such departments, 
never availed themselves of the use of distinctive, odd 
pieces. The entire catalogue, in natural colors, is one of 
the finest pieces of display sales literature issued this year. 
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E. H. Bates Wins Championship Medal 


Photographic display contest grand prize goes to P. S. Williams, of 
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St. Louis—Carl Goettman takes the sweepstakes 


HAMPIONSHIP medal in this year’s photo- 
graphic display contests, conducted in con- 
junction with the I. A. D. M. convention at 
Buffalo, went to Ellsworth H. Bates, display 
manager of the W. H. Roland store, Bloom- 

ington, Illinois. Until just prior to the convention, Mr. 
Bates, who is known as one of the leading displaymen of 
the country, was in charge of the display department at 
the C. W. Klemm Co., Bloomington, resigning to take the 
new position just before leaving for Buffalo. 


P. S. Williams, display manager of Scruggs-Vander- 
voort-Barney Dry Goods Co., St. Louis, captured the grand 
prize along with Joseph F. Chadwick, of the Famous Barr 
Co., St. Louis. This gave the St. Louis Displaymen’s Club 
an opportunity to capture the club medal. Carl Goett- 
man, clever display director for the Joseph Horne Co., 
Pittsburgh, Pa., won the first sweepstakes medal. The 
complete list of photographic contest winners follows: 


Championship Prize.—Ellsworth H. Bates, W. H. Roland 
Co., Bloomington, III. 

Grand Prize—P. S. Williams, Scruggs-Vandervoort- 
Barney, St. Louis, 195 points; Joseph F. Chadwick, Famous 
Barr Co., St. Louis. 


Sweepstakes Class 47.—For the best collection of 12 pho- 
tographs of window displays, any kind of merchandise: 
First, Carl Goettman, Joseph Horne Co., Pittsburgh; sec- 
ond, Joseph F. Chadwick, St. Louis; third, L. F. Dittmar, 
The Union Co., Columbus, and honorable mention, Paul 
Lupo, Los Angeles. 

Class 1. For aidiiditamtes of best window display of 
women’s evening gowns; First, Carl Goettman, Pittsburgh ; 
second, L. F. Dittmar, Columbus, Ohio. ; third, M. R. Mc- 
Donnell, Davenport, Towa. 

Class 2.—For photograph of best window display of 
women’s suits and cloaks: First, Joseph F. Chadwick, St. 
Louis; second, H. H. Hein, San Diego, Cal.; third, D. P. 
Smith, Boise, Iadho. 

Class 3.—For photograph of best window display of 
women’s dresses: First, L. F. Dittmar, Columbus, O.; sec- 
ond, Carl Goettmann, Pittsburgh ; third, Jack Cameron, 
Des Moines, Ia. 

Class 4.—For photograph of best window display of 
women’s waists and skirts. First, William Bartikowski, 
Duluth; second, L. L. Wilkins, Oklahoma City; third, D. 
P, Smith, Boise, Idaho. 

Class 5.—For photograph of best window display of 
silk piece goods: First, M. R. McDonnell, Davenport, Ia. ; 
second, William Suller, Decatur, Ill.; third, Joseph F. 
Chadwick, St. Louis. 

Class 6.— For photograph of best window display of 
dress or wash goods: First, L. L. Wilkins, Oklahoma City ; 
second, Karl M. Amdahl, Spokane, Wash.; third, Karl M. 
Amdahl, Spokane, Wash. 

Class 7.—For photograph of best window display of 
millinery: First, Jack Cameron, Des Moines, Ia.; second, 
: F. Wendel, Detroit; third, H. C. Whitnouh, Ejikhart, 
ndiana. 

Class 8.— For photograph of best window display of 
furs: First William Bartikowoski, Duluth; second, L. F. 
Dittmar, Columbus, O.; ‘third, D. P. Smith, Boise, Idaho. 

Class 9.— For photograph of best window display of 
linen: First, Paul Lupo, Los Angeles, Cal.; second, D. P. 
Smith, Boise Idaho; third, W. L. Heuman, Elkhart, Ind. 

Class 10.—For photograph of best window display of 
infants’ wear: First, Jack Cameron, Des Moines, Iowa; 
second, Joseph F. Chadwick, A Louis; third, Joseph F, 
Chadwick, St. Louis. 

Class 11.—For photograph of best window display of 
lingerie or muslin underwear: First, Jack Cameron, Des 
Moines, Ia.; second, L. L. Wilkins, Oklahoma City; third, 

. FB; Dittmar, Columb: s, O. 


Class 12.—For photograph of best window display of 
corsets: First, Joseph F. Chadwick, St. Louis; second, 
Jack Cameron, Des Moines, Ia.; third, L. F. Dittmar, Colum- 
bus, Ohio. 


Class 13.—For photograph of best window display of 
handkerchiefs: First, Carl Goettman, Pittsburgh; second, 
Carl Goettman, Pittsburgh; third, D. P. Smith, Boise, Ida. 


Class 14.—For photograph of .best window display of 
ribbons: First, D. P. Smith, Boise, Idaho; second, D. P. 
Smith, Boise, Idaho; third, William Bartikowski, Duluth. 


Class 15.—For photograph of best window display of 
women’s neckwear: First, L. F. Dittmar, Columbus, O.; 
second, E. P. Browder, Buffalo; third, W. L. Heuman, 
Elkhart, Ind. 

Class 16.—For sitslidiieniia of best window display of 
notions: First, William Bartikowski, Duluth; second, Pres- 
ton Bowder, Buffalo; third, Ellwyn McEachnie, Buffalo. 

Class 17.—For photograph of best window display of 
toys: First, Joseph F. Chadwick, St. Louis; second, C. F. 
Wendel, Detroit; third, Bruce Phenix, Paris, Texas. 

Class 18.—For photograph of best window display of 
men’s, women’s or children’s hosiery: First, H. H. Hein, 
San Diego, Cal.; second, Joseph F. Chadwick, St. Louis; 
third, William J. Amborski, Buffalo. 

Class 19.—For photograph of best window display of 
men’s, women’s or children’s underwear: First, D. P. 
Smith, Boise, Idaho; second, Joseph F. Chadwick, St. Louis; 
third, Karl M. Amdahl, Spokane, Wash. 

Class 20.—For photograph of best window display of 
men’s clothing: First, C. G. Gehring, Dayton, O.; second, 
I. F. Dittmar, Columbus, O.; third, Joseph F. Chadiwick, 
St. Louis. 

Class 21.—For photograph of best window display of 
men’s shirts: First, Joseph F. Chadwick, St. Louis; second, 
L. F. Dittmar, Columbus, O.; third, L. F. Dittmar, Colum- 


‘bus, Ohio 


Class .22.—For photograph of best window display of 
hats and caps: First, L. F. Dittmar, Columbus, O.; second, 
A. L. Meadows, Fort Worth, Tex.; third, D. P. Smith, Boise, 
Idaho. 

Class 23.—For photograph of best window display of 
men’s shirts: First, Joseph H. Marshall, Chicago; second, 
Hi. Hein, San Diego, Cal.; third, D. P. Smith, Boise, 
Idaho. 

Class 24.—For photograph of best window display of 
men’s furnishings: First, C. Duff, East Liverpool. O.; 
second, Clement Kieffer, Buffalo; third, H. H. Hein, 
San Diego, Cal. 

Class 25.—For photograph of best drape: First, D. P. 
Boise, Idaho; second, D. P. Smith, Boise, Idaho; third, 
D. P. Smith, Boise, Idaho. 

Class 26.—For photograph of best window display of 
books, stationery, sheet music, pictures, etc.: First, Karl 
M. Amdahl, Spokane, Wash.; second, Jack Cameron, Des 
Moines, Ia.; third, H. A. Griden, Duluth. 

Class 27—For photograph of best window display of 
jewelry, cut glass, china, artware, etc.: First, C. G. Gehr- 
ing, Dayton, Ohio; second,  G. Gehring, Dayton, Ohio; 
third, Paul Lupo, Los Angeles. 

Class 28.—For photograph of best window display of 
sporting goods: First, C. G. Gehring, Dayton, O.; second, 
Clement Kieffer, Jr., Buffalo; third, Clement Kieffer, Jr., 
Buffalo. 

Class 29.—For photograph of best window display of 
men’s, women’s or children’s bathing suits: First, H .H. 
Hein, San Diego, Cal.; second, C. G. Gehring, Dayton, Ohio; 
third, Karl M. Amdahl, Spokane, Wash. 

Class 30.—For photograph of best window display of 
hardware, gas or electrical fixtures, woodenware, house- 
furnishings, etc.: First, Edward O’Dea, Buffalo; second, 
W. L. Heuman, Elkhart, Ind.; third, Edward O’Dea. 
Buffalo. 

Class 31.—For photograph of best window display of 
musical instruments and accessories: First, Paul Lupo, 


(Continued on page 56) 
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Cut-Outs From Ads Aid Show Cards 


Displaymen can gain much valuable assistance by clipping 
illustrations from the magazine advertisements 


By J. CHRISTIE MANSFIELD 
Display Manager, J. J. Kirk, Barnesville, Ohio 


HOW CARD writers can be greatly aided 
in the arrangement and layout of the many 
cards they are called upon to make, if they 
will but study the layout of the ads found 

in the most popular magazines offered at their disposal. 
As will be seen in the leading magazines of the day, 
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such as the Saturday Evening Post, Ladies’ Home Jouwr- 
nal, and many others as good, the greatest portion of 
space, in most. cases, purchased by manufacturers for 
their ads, is devoted largely to illustration, while the 
copy occupies the lesser portion. This is conclusive 
evidence that experts on advertising appreciate the 
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Utilizing Cut-Outs from Magazines in Show Cards, by J. J. Mansfield, Display Manager, J. J. Kirk, Barnesville, O. 
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Reg. U. S. Pat. Off. 
BRUSHES ano SUPPLIES 


Readers of Display World 


if interested in success, 
get our 


The printers have just “shot” us advance copies, and take our 
word for it, No. 11 is a knockout. Contains the latest and best 


ee news from brush and supply headquarters. All the new devices 


Opportunity. 





BERT L. DAIL 


Make Your Windows 
Sell More Goods 


Your showcards and’ window backgrounds bring 
in many customers. Passersby change quickly 
from prospects to customers when attractive ‘dis- 
plays greet them. Displays made with Paasche 
Air Brushes instill the desire, and before a re- 
action takes place, the window shopper is in your 
store and has purchased. 
New catalog showing new prices just issued. 


_ WRITE FOR IT TODAY SURE. 


PAASCHE AIR BRUSH CO., 
L 1902 Diversey Pkwy., Chicago, Il. 
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and appliances are illustrated and described—every page spells 


Drop us a line today to SEND YOUR 

COPY. No. 11 is the newest thing ’neath 

the sun—all former editions are now 
outdated. 


126-130 E. Third Street: 
Dayton, Ohio 




















Use Coit’s Ball Bearing 
Lettering Pens 


Standard Set Assorted Sizes 
16”, 14", 3%” and 46”, $1.50 


Can be used with ordinary ink, show card 
colors, drawing inks and water colors. 





Drawn 
With 
Coit 
Pen 











You can make any style lettering from the 
finest line to the heaviest with the Coit Let- 
tering Pen. 

No skill required. Equal to brush work. 
Made of Special brass with ball-bearing end 
and ink retainer. 


At your local dealer, or if not supplied, 
send us his name and we will fill order. 


THOUSANDS OF SATISFIED USERS. 
Manufactured by 


The Bridgeport Pen Company 
BRIDGEPORT, CONN., U. S. A. 
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value of illustration as a powerful selling medium. 

These ads in many cases cost upward into thousands 
of dollars and are assembled by experts who have a 
thorough knowledge of the effect of color and illustra- 
tion on the minds of individuals to create a favorable 
impression and demand for the product offered. It is 
just as applicable in making of show cards; if the show 
card writer will make a scrapbook and assemble the 
vivid colored postered cutouts found in the leading 
magazines and trade journals, and those supplied by 
the manufacturer, he will have at his command an 
indispensable assistant who always stands ready to help 
solve the sometimes puzzling question of an effective 
layout. 

It is not the purpose of this article to give to the 
reader the impression that all cards are suitable for 
cut-out work, as there are cases where the use of a 


cut-out would be wholly inappropriate, but there are 
numerous occasions where its use is wonderfully fit- 
ting. In many cases the cut-out desired is on heavy 
cardboard. By holding it over steam for about five 
minutes, you will be able to peel off one single thickness 
on which the poster is printed. By pasting this to the 
desired surface and rubbing until all the edges are 
firmly adhered to card, you can obtain the effect of a 
hand-painted poster. Another feature which will help 
to give the effect of hand work is by painting a panel 
back of the cut-out; or by doing some scroll work 
around the cut-out, either by pen or brush. Either of 
these processes depend on the kind of a cut-out used. 

The accompanying illustration will give you some 
idea of the punch and selling power you can put into 
a show card by the use of an attractive and appropriate 
poster cut-out. 


00000 <0 


Making Show Cards Distinctive With Color 


The accompanyiny show cards, the work of Harry W. 
Nelson, formerly display manager of Hess Brothers & Co., 
Rockford, Ill., is distinctive. Mr. Nelson has the knack 
and ability otf utilizing color in his show cards in such a 
way that they fit in with the most elaborate displays, or 


One of Mr. Nelson’s Cards for an Evening Dress 
Display, Distinctive in Design 


the simplest trims. The card “Evening Dress,” made in a 
combination of night blue, moon yellow and black could 
not help but arrest attention. 

The card “Rugs From the Orient,” with a black back- 
ground is particularly effective with red and orange tinted 


lettering, and the design is oriental with touches of Japanese 
scenery that made it stand out noticeably. 


Card by Mr. Nelson with Oriental ‘Motif 





MASTER-STROKE eee 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO, — BOX 437D — Galesburg, Ill. 
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PENS ACCOMPLISH SAME WORK AS BRUSH DOES 


Coit’s Ball Bearing Lettering pens, manufactured by 
the Bridgeport Pen Co., of Bridgeport, Conn., provide for 
the displayman and show card writer a pen that does the 
work of a brush. The pens are designed especially for 
quick work, and with the ball bearing feature, can be 
dipped, not filled in the manner customary with show card 
pens. They, are made of sheet. brass, and cannot rust or 
corrode. They are soldered solid with the holder, preserv- 
ing neatness, and are equipped with a corrugated retainer 
which holds enough ink for a complete line or letter. The 
pen is furnished in four sizes for universal use, and it has 
become very popular with displaymen. 





NEW PLUSH COMPANY FORMED BY DOLINSKY 


Ben Dolinsky, who was connécted with the Hydol 
Plush Co., for more than twenty-five years, recently formed 
a new company under the name of the National Plush 
Company, which is located at 7 West Third Street, New 
York City. Mr. Dolinsky is considered. one of the fore- 
most authorities on plush suitable for window decorations. 

The leading displaymen of the country were accustomed 
in the past to use quite a variety of colors in plush for 


display purposes. They have since discontinued the idea, . 


upon the advice of Mr. Dolinsky and are now using, with 
success, one distinctive color, selected for them through 
his aid. 








SHOW CARD WRITING 
SIGN PAINTING — POSTER ART 


Study at home through our Complete 
Practical Course. 


PENNSY SIGN CO. 
256 West 34th Street, New York City 








Display Papers and 


the new window creation in high relief panels, 
better and cheaper than papier mache or wood 3 


We Scored a Hit at the Convention $ 
Ask Your Neighbor 


New Fall Samples Now Ready 


Murdison Display Service } 
1095 Genesee St., Buffalo, N. Y. 
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The F'ountain Air Brush 








For Showcard and Sign Writers 
Easy to Hafidle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52 D 


Thawer & Chandler 


913 Van Buren, CHICAGO 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2. 00. 


1 No. 12 Pure Sable Rigger 
1 No. 8 Pure Sable Rigger 
1 No. 6 Pure Sable Rigger 
2 2-Ounce Water Color (Red & Black)---.... 
1 Razkut Card Cutter 
1 Show Card Instruction Book—FREE 

TOTAL VALUE : $2.50 


PEN OUTFIT FOR $1.00 


1 Set Speedball Pens 
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1 2-Ounce Speedball Ink aa 
1 Speedball Instruction Book 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens 20 

TOTAL VALUE -$1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


oArthur CF: Gioerauf @Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 
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*The Gttle Wizard of [ettercraft” 


—SPEEDBALC 


THREE STYLES Belli FIVE SIZES 
BN a 


SET OF FIVE 


DRAWING A° LETTERING 


he Speedball i is the og" st and 
and leer easily manipulated 
ettering pen ever 
he seer 


of ink or thin opaque colors, 
‘The auxilisry reservoir over the tip 
spreads the ink evenly over entire 
‘merking Surface and insures a non- 
flooding stroke at an; a 
StyleC'S pen is specially 
Romen and Italic lettering. Its 
Flexibility makes it ee ee work 
fequiring the use of heavy opaque ink 











HUNT PEN CO., CAMDEN, N.J..V. 


MANUFACTURERS ado DISTRIBUTORS of SPEEDGALL PENS -INKS -Text BOOKS 
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SPECIAL BRUSH OUTFIT NO. 10 


FOR SIGN PAINTERS 


We have sold hundreds of these outfits, which are 
sold at a popular price to introduce our line of letter- 
ing brushes. 

No. 10 OUTFIT CONSISTS OF 
Nos. 1 to 8. C. H. Japanners’ Pencils. 
Value -- aan $1.21 
No. 10. Ex. Large C.. EL dene 
Pencil. Value 
ly, 4%, %, % and il-inch Flat C. ft 
Letterers. Value _- $1.05 
%, %, RH-inch. C. H. Perfect ‘One 
Stroke. Value _ $0.85 
%, Ys, Y-inch Flat Ox Hair. Value_$1.38 
Metal Telescope Brush Case. 











One customer writes: 

“No. 10 Special Outfit Brushes re- 
ceived and are highly satisfactory. I 
do not believe they could be dupli- 
cated in this city for $10.00.”— 

Morton Smith. 


This No. 10 Outfit Sent 
Postpaid for $4.00 

Try this—You will not be disappointed. 

Money Back if Not Satisfactory. 


Ask for Complete Catalog No. 40. 
96 Pages—lIllustrated—Full of Painters’ Wants. 


GEO. E. WATSON CO. 
“The Paint People” 
62 W. LAKE STREET CHICAGO, ILL. 
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Outdoors Provides Display Ideas 


(Continued from page 9) 


the whole world akin” as often as possible in advertsing 
and letting your merchandising policy jibe with that 
gospel. For two years I was in charge of the store 
equipment section of The Drygoodsman, in St. Louis. 
There I ran into the necessity of selling, which is one 
of my best reasons for believing that my end of mer- 
chandising is an art. So when I went to New York 
again I was ready to put up a corn belt backyard against 
a whole Ziegfeld chorus for human interest in the show 
window—and I won. 

It wasn’t long before I located the half-dozen big 
windows on Broadway that weren’t working, but should 
have been, for the United States Rubber Company. | 
started in humanizing the auto tire, gum boot and 


Left, Photograph of Geo. A. Smith, Display Specialist, 
Hunting Big Game; Right, Mr. Smith at Pistol 
Practice in the Wilds 


rubber-soled shoe business. I did it in such a way that 
the company advertised very shortly for a displayman 
and I got the job in competition with many others who 
were after it. Here I was, one block from Columbus 
Circle, the great pool from which upper New York’s 
millions pour down Broadway, the chief artery of travel 
for the masses. Here were people going by in busses, 
on foot, in street cars, in automobiles. I had a series 
of great, empty windows to work with and nothing near 
them more interesting than some stenographer fixing her 
hair back, or a salesman going over his route sheet. | 


. put in backgrounds, and then I began to put in color. 


Now a little nature scene, now a few screens and some 
draperies, always something to arrest the eye, tired o! 
looking at the crowds. I centered my creative work 


around tires and garden hose rather than around 


nymphs and sirens. The most gratifying part of it 
was that America’s own sons, those expatriates from 
west of the Hudson, who know of the beauty of her 
sunsets, the glory of her fields and mountains, were the 
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first to linger lovingly before my window displays. I 
have seen some of them stand fully fifteen minutes 
before one homely little lowa farmyard scene I put into 
one of the larger windows, and seldom have I failed 
of achieving the real heart pull which those “exiles” in 
a great city recognized at once. 

Whenever Broadway palls on me, I get out and 
take my rod and gun and make tracks for some place 
where there are rocks and strong winds and thick un- 
derbrush, and cold nights and clear dawns. It may be 
only a few miles up in the Adirondacks, or down in 
my camp in New Jersey, but when I have communed 
with it a couple of days, or maybe a week, I am ready 
to go back, firm in the realization that there are two 
extremes to avoid in window displays—the danger of 
overcrowding and the danger of “too thin” a utilization 
of its possibilities. Much depends on the article or 
articles to be shown. There is no question in my mind 
now, however, for I have practiced it now for a num- 
ber of years, but that Nature affords the greatest of all 
opportunities for the displayman if he has the instinct 
and the desire to take advantage of it. My advice is 
to spend some time each year in the wilds. Retain your 
thoughts and put them into effect in your windows. 
You will never regret it, and the boss wil soon take 
cognizance of your efforts. For, in most cases, you 
will find the boss a man who himself is a sportsman, 
either a huntér, fisherman, or golfer. 

Once each year I spend much time up in the Maine 
woods. There I have the opportunity of seeking big 
game. The conquest for deer or wild animals is such 
that it brings one closely in contact with the wildest 
of Nature. And each time I return to New York I 
have a whole chest full of ideas that I soon work out in 
my studio on Broadway. The accompanying illustrations 
are examples of this part of my work. The ideas were 
obtained on one of these trips to the Maine woods. 

Displays of the character I have described, obtained 
by the vision that comes with the Great Outdoors, will 
tend to make better human beings of all of us. And 
they must be resultful in selling merchandise, or they 
wouldn’t continue to grow in popularity. 





EXCEPTIONAL DISPLAY OF BUTCHER KNIVES 


A new idea in showing butcher knives: was recently 
utilized by R. H. Longenbaugh, display manager for the 
Eagle Stores, #1301 South Michigan Avenue, Chicago. The 
color scheme was black and yellow. Circles were cut from 
composition board and covered with black sateen. Knives 
were fastened, to these circles, with the price in the center 
of each circle on yellow cards. The uprights were round 
columns, painted black, with knives stuck in them, with a 
large knife on top of each column. The center of the 
display was used for a silhouette figure, with knives throwa 
all around the form, similar to the methods used in circus 
acts. The window went over big and butcher knives were 
sold by the dozens. - 








Effeétive 
Show Cards 


Effective show cards require an at- 


tractive setting and colorful cardboard. 


Our Nat-Mat illustrated circular of 
mat board cut-outs, and our free sam- 
ple book. of colorful card-boards, offer 
many original, distinctive suggestions 


for each season of the year. 


Hundreds of progressive display- 
men use Nat-Mat. Write us today. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, IIL. 
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Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
‘fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 













Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE,, CHICAGO, ILL. 











STENCIL SILK 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 


ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 
ROBERT L. LATIMER & CO. 


26 N. FRONT ST. PHILADELPHIA 














MAKE YOUR OWN 


POLLYCHROME STUCCO 


Use this popular finish on your Pedestals, Borders, Hat Stands, 
Display Tables, Etc., 10 different styles, guaranteed results. 
Send $100 for complete instructions and formulas. 


“BLUE BIRD” STUDIOS, Dept. 10, 


WAUKESHA, WIS. 




















HOW TO ORGANIZE A FLORAL PARADE! 


By JOS. SCHACK ’ 
A 24-page paper bound pamphlet containing all the information 
necessary to arrange and conduct parades, home-comings, car- 
‘nivals, etc. Fully illustrated Price esch 75c. Order from 
The DISPLAY WORLD, Cincinnati, Ohio 
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HUBZOCKS 


_ZOULL FINISH 
A 


SAMPLE CARD COLORS SHOULD BE IN 
EVERY were : a FOR YOURS: 














HURLOCK BROS.COMPANYine. 


3436-38 MARKET STREET 
PHILADELPHIA 














SHOW CARD 
WRITERS’ 
SUPPLIES 


NEW 1924 CATALOG 


BRISTLING WITH MODERN SIGN 

AND SHOW CARD _ WRITERS’ 

EQUIPMENT AWAITS YOUR 
REQUEST. 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 























E. H. Bates Wins Championship 


(Continued from page 49) 


Los Angeles; second, William R. McDonnell, Davenport, 
Ia.; third, W. R. McDonnell, Davenport, Ia. 


Class 32.—For photograph of best window display of 
carpets and rugs: First, P. S. Williams, St. Louis; second, 
Ellwyn McEachnie, Buffalo; third, Carl Goettman, Pitts- 
burgh, Pa. 


Class 33.—For photograph of best window ‘display of 
draperies and curtains: First, D. P. Smith, Boise, Idaho; 
second, F. J. McLaughlin, East Liverpool, Ohio; third, 
Joseph F. Chadwick, St. Louis. 


Class 34.—For photograph of best window display oi 
furniture: First, Paul Lupo, Los Angeles; second, Paul 
Lupo, Los Angeles; third, Paul Lupo, Los Angeles. 


Class 35.—For photograph of best window display of 
drugs, druggists’ sundries, toilet articles, patent medicines, 
cigars, etc.: First. C. F. Wendel, Detroit; second, B. 
Cultus, Tacoma, Wash.; third, Joseph F. Chadwick, St. 
Louis. 

Class 36.—For photograph of best window display oi 
groceries, provisions, confectionery, etc.: First, P. S. 
Williams, St. Louis; second, B. Cultus, Tacoma, Wash.; 
third, William Suller, Decatur, Ill. 

Class 37.—For photograph of best window display of 
luggage, leather goods, etc., First, Clement Kieffer, Jr.. 
Buffalo; second, Karl M. Amdahl, Spokane, Wash. ; third, 
L. M. Van Coutren, Hannibal, Mo. 

Class 38.—For photograph of best window display oi 
local or national civic, charity, or memorial functions, ar- 
ranged to cooperate and give publicity to these campaigns: 
First, Joseph F. Chadwick, St. Louis; second, B. Cultus. 
Tacoma, Wash.; third, Edward O’Donnell, Binghamton, 
N.Y. 

Class 39,—For photograph of best window display oi 
women’s shoes: First, Cultus, Tacoma, Wash.; second, 
Joseph F. Chadwick, Se Louis; third, B. Cultus, Tacoma, 
Wash. . 

Class 40.—For photograph of best window display oi 
men’s shoes: First, William M. Sheppard, Omaha, Neb.; 
second, William M. Sheppard, Omaha, Neb.; third L. F 
Dittmar, Columbus, O. 

Class 41.—For photograph of best decorated booth, store, 
interior, or public building: First C. G. Gehring, Dayton, 
O.; second, C. G. Gehring, Dayton, O.; third, C. Duff, 
East Liverpool, O. 

Class 42—For photograph of best decorated float or 
automobile: First, Clark M. Uhler, Decatur, IIl.; second, 
H. Kramer, Reading, Pa. 


Class 43.— For photograph, pen and ink drawing, or 
water color sketch, of post, ledge or table display: First. 
A. G. Sten, Dubuque, Ia.; second. A. G. Sten; Dubuque, 
Ia.; third, A. G. Sten, Dubuque. Ia. 


Class 44.—For beest pen and ink, pastel, or water color 
sketch, offering a suggestion for show window background: 
First, A. G. Sten, Dubuque, Ia.; second, A. G. Sten, Du- 
buque, Ia.; third, C. Duff, East Liverpool, O. 


Class 45.—For best pen and ink, pastel or water color 
sketch offering a suggestion for window display: First, 
A. G. Sten, Dubuque, Ia.; second, R. B. Straun, Canton, 
O., third, A. G. Sten, Dubuque, Ia. 

Class 46.—For best drawing or sketch offering sugges- 
tion for a float: First, A. G. Sten, Dubuque, Ia.; second, 
A. G. Sten, Dubuque. Ia.; third, Matt Markusich, San 
Antonio, Texas. 

Class 48.—For’ the best five pen lettered cards: First. 
R. B. Straun, Canton, Ohio; second, Matt Markusich, San 
Antonio, Texas: third, A. G. Sten, Dubuque, Ta. 

Class 49.—For the best five brushed lettered cards: 
Second, Wesley Wilman, Ashland, Wis.; third, R. B. 
Straun, Canton, O. 

Class 50.—For the best five air brush designs, suitable 
for show cards and price tickets: First, Ellsworth Bates, 
Bloomington, Til. . ; 

Class 51.—For best collection of ten show cards: First, 
R. B. Straun, Canton, O.; second, D. Burt Clark, Buffalo; 
third, A. L. Meadows, Fort Worth, Tex. 
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Display Service F irms Organize 


National Association Window Display Services formed in meeting held 
at Buffalo and S. Fisher, of Chicago, is elected president 


T a meeting held at the Hotel Statler in Buf- 
falo, N. Y., June 23 and 24, the National Asso- 
ciated Window Display Services, an organi- 
zation of service firms installing displays for 
national advertisers, was formed. The meet- 

ing was attended by fourteen representatives of this sec- 
tion of the window display field, from many parts of the 
country. 

The association at its final session, voted to affiliate 
with the Window Display Advertising Association, and 
made formal application for such affiliation which will 
be considered by the board of directors of the W. D. A. A., 
at their next meeting The object of the new National Asso- 
ciated Window Display Services is to combine the service 
firms into an organization for the betterment of condi- 
tions in the distributing field; to give more adequate ser- 





Pa, 


S. Fisher, of Chicago, Elected President of N. A. D. S. 


vice and to eliminate the concern that cannot give the 
national advertiser honest installation of window display 
advertising. 

The election of officeers at the conclusion of the first 
day’s session, resulted as follows: President, S. Fisher, 
Fisher Display Service, Chicago; vice president, A. A. 
Lesser, Universal Window Display Service of New England, 
Boston, Mass.; secretary-treasurer, Samuel Gorson, Display 
Service Co., Philadelphia, Pa.; Board of Directors, A. E. 
Kaplan, Dis-Play-Well Window Decorating Service, New 
York City; Herbert L. Brown, Advertisers Display Service, 
Indianapolis, Ind.; Ben. J. Millward, Noyes Brothers & 
Cutler, St. Paul and Minneapolis, Minn.; E. A. Provencher, 
Eastern Window Display Co., Boston, Mass. 

Arthur Freeman, president of the Einson-Freeman Co., 
New York City, and chairman of the board of directors 
ot the Window Display Advertising Association, delivered 
an interesting address at the opening meeting in which 
he said: : 

“Of one million and a half windows in the country 
today, not 10 per cent of them are receiving any attention 
at all. The biggest need in the field) is an organized dis- 
tributing machine. Twenty-five years ago the posting 
business was in much the same stage as you are now. 
There were only a few big-ones in the field. They got 


together in a small way, like you are now. Then they 
standardized the size of boards, character of copy, etc., 
methods of displaying, posting, standardization of rates, 
and sales methods, etc. Now you can buy a nation-wide 
service through one céntral office, and) it becomes possible 
for them to employ the best selling brains in the country. 

“Of course, window displays differ radically from boards. 
We cannot rent or buy windows because we cannot pay 
what they are worth. But we can make the retailers 
realize that his window is his greatest merchandising asset 
by the use of them. You are in a position to give the 
merchant a decorative service for nothing, that would cost 
him thousands of dollars each year if he bought it. Why? 
Because the manufacturer is willing to pay you to serve 
the dealer, just as magazines pay agencies for the service 
they give manufacturers.” 


Standards of Practice Are Adopted 


The Standards of Practice adopted by the Association 
follow, the members joining the association agreeing to do 
the following: 

(1) To play square; (2) to try and create, not to snitch 
the business of our competitors; (3) to endeavor by our 
action, our precepts and our examples, to raise the moral 
standard of our business; (4) to give consistently, value 
received for every dollar we get in payment for our ser- 
vices; (5) to live up to every contract; (6) not to knock 
our competitors, not to take work at less than we can 
afford, just to injure our competitors; (7) not to pull out 
a window display installed by a competitor that we know 
has been in for less than seven days in order to put our 
own display in; (8), not to hire and employ unscrupulous 
help whose actions impair the standing of our business; 
(9) not to misrepresent our name and act as a trimmer 
direct from the manufacturer, and to operate under one 
name only; (10) not to disappoint and lie to reteailers; 
(11) to personally check up work of all employees before 
billing or hire a responsible checker to do so; (12) not to 
make rash unreasonable promises in order to capture an 
account, for example, one man promised a manufacturer 
to get him half the windows in a cosmopolitan city in one 
week for a comparatively new product. He did not succeed, 
of course, and gave the service companies a black eye; 
(13) not to cheat employees out of wages and to pay em- 
ployees weekly; (14) to work for the common weal and 
the good of the organization at all times; (15) to list bad 
creditors with the organization headquarters; (16) to re- 
port infringement of the rules on the part of competitors 
or members to organization headquarters, to report new 
products and prospects to the secretary and treasurer; 
(17) not to steal samples and to give to the retailers all the 
free goods that we are instructed by the manufacurer to 
give; (18) not to defeat the purpose of the manufacturer 
who objects to the giving of free goods by buying goods 
and giving them away ourselves; (19) not to use one 
type of merchandise to get another kind of window in; 
(20) to treat the retailer fair at all times, because we de- 
pend on him for sustenance. 

The principal requirements of the Constitution and By- 
Laws adopted by the association at the meeting are as 
follows: 

(Continued on page 61) 
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Merchandising Value in Contests 


(Continued from page 7) 


countered considerable difficulty in selecting the thirty-six 
prize winners because of the scores of good photographs 
entered. 

Second prize was given to Titus and Buckley, of Lynn, 
Mass., while the two third awards went to H. S. Barney 
Ccmpany, of Schenectady, N. Y., and, Doc and Bill Furni- 
ture Company, of Oklahoma City, Okla. Four fourth prizes 
were awarded to the Wise Smith Company, of Hartford, 
Conn.; L. Schoenfeld and Sons, Tacoma, Wash.; Powers 
Furniture Company, of Tacoma, Wash., and Howard and 
Barber, of Derby, Conn. Fifth prizes were won by the 
Chamberlain Company, New Haven, Conn.; Harbour 
Longmire Company, Oklahoma City, Okla.; Standard 
~Furniture Company, Salt Lake City, Utah, Missoula Mer- 
cantile Company, Missoula, Montana; Fakes Furniture 
Company, Dallas, Texas, and Crosby Brothers Company, 
Topeka, Kansas. 

Winners pf sixth prizes are E. Whitehill, Philadelphia, 
Pa., J. W. Green, Inc., Jersey City, N. J.; New England 
Furniture & Carpet Company, Minneapolis, Minn.; Henry 


Jenning & Sons, Portland, Oregon; Kieffer Brothers, Inc., 
Syracuse New York; C. H. Robinson, Providence, R. L.; 
The Shepard Company, Providence, R. I., and Gomprecht 
& Benesch, Baltimore, Md. 


Seventh prizes went to H. L. Stiff Furniture Company, 
Salem, Oregon, Van Dyk Furniture Company, Paterson, 
N. J.; Klingman Furniture Company, Grand Rapids, Mich.; 
Iowa Merchantile Company, Newton, Iowa; Vogel & Son, 
Ine., Spartanburg, S. C.; Dau House Furnishing Co., St. 
Louis, Mo.; Bare Brothers, San Francisco, Calif.; Hen- 
nessy Furniture Company, Riverside, Calif.; Housh & Beck- 
mann Company, Lewiston, Idaho; Kirkpatrick House 
Furniture Co., Bloomington, Ill.; Rae’s Furniture Com- 
pany, Galesburg, Ill.; John G. Nuebling, Reading, Pa.; 
The Haverty Company, Columbia, S. C., and The Eagle, 
Joliet, Ill, One hundred eleven of the remaining 770 
dealers who entered the contest were given honorable 
mention. 


All baby carriage windows used a Heywood-Wakefield 
window trim which featured the quality seal idea. The 





Winners in the Contest Conducted by the Heywood-Wakefield Co., Boston, Mass. 
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quality seal is a red hub cap with the letters H-W in 
gold, thereby distinguishing the Heywood-Wakefield car- 
riage from all other makes. The hub cap is permanent 
so that deaers who identify themselves as agents for the 
line with “A Quality Seal on Every Wheel” have perpetual 
advertisements in the homes of their customers and on 
the streets. All furniture display windows were obliged 
to contain a Heywood-Wakefield sign in order to be 
eligible for a prize. 

This window contest was the first of its kind ever 
conducted by Heywood-Wakefield. The company has been 
maufacturing furniture for ninety-eight years and has 
25,000 dealers scattered throughout the nation. It is also 
waging an aggressive advertising campaign in 243 news- 
papers with the hope of helping dealers increase their 
sales. 


Nemo Week Featured by Good Display Contest 


One of the interesting window display contests con- 
cluded recently was that held in connection with the 
celebration of Nemo Week throughout the country, and 
conducted by Kops Brothers, Inc., 120 East 16th Street, 
New York City, manufacturers of Nemo Corsets. Orig- 
inality and artistry of design were the determining fac- 
tors in awarding the prizes. The display material furn- 
ished by the company became the property of the dealer, 
for use in his corset department, or later window dis- 
plays following the contest. 

Frank Jepson, sales promotion manager of Kops Bros., 
Inc., reports that during Nemo week the company secured 
by means of material which the company furnished, more 
than seven hundred simultaneous window displays. Of 
this number, 250 entered photographs to be judged in the 
contest. Window displays were given in practically every 
city of consequence in the country. Favorable comment 
was received on these displays from people in all walks of 
life and in all lines of business. A great deal of comment 
was stirred up which resulted in excellent publicity and 
the business which resulted was declared more than sat- 
isfactory. 

Raymond T. Whitnah, display manager of Crosby Bros. 
Co., Topeka, Kans., champion prize winner, captured the 
first award in the opinion of the judges, and received $100 
ior his display. Second prize of $50 was awarded Carl 
W. Ahlroth, display manager of Hamburger’s, Los Angeles, 
Cal.; third prize of $25 went to O. A. Luke, display manage 
of the Higbee Co., Cleveland, Ohio, and the fourth prize 
being declared a tie, $20 each was. given L. L. Wilkins, 
display manager of the Kerr Dry Goods Co., Oklahoma 
City, Okla. and H. Dultz, display manager of Blooming- 
dale Brothers, Inc, New York City. 


Dealers Take a Lively Interest in Apex-Rotarex 
Window Contest 


By ARTHUR TOWNE, 


Advertising Dept., Apex Electrical Distributing Co., Cleveland 

‘Our window display contest recently closed was participated 
in by a large number of our dealers. Practically every state 
was represented. There were seventeen cash prizes, ranging 
in value from $5 to $25 each and reaching a total of $450. 
This set of prizes were for the displaymen. In addition to 
this there were three dealer prizes. These included the Apex- 
Rotarex loving cup and two beautiful silver plaques. 

The contest was divided into three periods, each: of one 
week’s duration. These were so timed that the displays ap- 
peared coincidently with our leading natioinal advertisements. 
There was a full set of cash prizes for displaymen for each of 
the three periods, so it was possible to win three prizes. This 
helped to keep interest on its toes throughout the contest. A 
dealer might participate in the contest as a displayman. He, 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


HALFTONES 
AAG NGS 


We FEATURE 


hee 
} ART REPRODUCTION 


120 E Eteuty St 
CINCINNATI. O. 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 
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The Seven Figures Used in Crosby's Bros. Display by Raymond T. Whitnah 


however, would be eligible to but one prize. The dealer whose 
store was credited with the finest display in the contest has 
his name inscribed on the loving cup and is entitled to posses- 
sion of it for six months. The dealer whose store was first 
to win the cup three times will become the permanent owner of 


the cup. Two silver plaques went to the dealers whose stores 
were second and third best in the contest. 


The winner in this last contest is the Meriden Electric Light 
Company, Meriden, Connecticut. The firm had won the cup 
once before. The coming contest promises to be an unusually 
warm one. This for-the reason that the winners of the second 
and third prizes, being thoroughly interested and having excel- 
lent facilities, are preparing for extraordinary effort. We paid 
$2 each for the photographs submitted, and also furnish any 
dealer, on request, whatever he wishes from our display 


material. ‘The schedule of cash prizes for each of the periods 
during the contest was as follows: First prize, $25; second 
prize, $20; third prize, $15; next four prizes, each $10; next 
ten prizes, each $5. 


Hunter’s, Incorporated, Syracuse, N. Y., were awarded one 


of the silver plaques, and the second plaque which was the 
third dealer prize, was captured by the Cross-Leslie Company, 
of Warren, Ohio. 





ROYAL ELECTRIC CLEANER CONTEST CLOSES 


The window display contest of the P. A. Geier Com- 
pany, Cleveland, Ohio, for displays of Royal Electric 
Cleaners has been closed, and the judges, consisting of 
“rank B. Rae, Jr., president of the Rae Advertising Com- 
pany, Cleveland; John M. Rodger, of the McGraw-Hill 
Co., Chicago, and Clyde P. Steen, of the, The DISPLAY 
WORLD, Cincinnati, awarded the five prizes as follows: 
First, $50, the Good Housekeeping Shop, Detroit, Mich.; 
second, $35, W. C. Bailess; Los Angeles, Calif.; third, $25, 
Denver Dry Goods Co., Denver, Colo.; fourth, $15, Southern 
Public Utilities Co., Charlotte, ‘N. C.; fifth, $10, Scruggs- 
Vandervoort-Barney Co., St. Louis, Mo., P. S. Williams, 
display manager. 


Fourth Prize Window, Nemo Week Contest, by L. L. Wilkins, Kerr Dry Goods Ca., Oklahoma City, Okla. 





was the 


ompany, 


SES 


r Com- 
Electric 
ting of 
g Com- 
aw-Hill 
SPLAY 
‘ollows: 
Mich.; 
ird, $25, 
outhern 
cruggs- 
‘illiams, 











Display Service Firms Organize 
(Continued from page 57) © 


1. The association shall be known as the National Asso- 
ciated Window Display Services. 

2. It shall be an organization of, by and for window 
display services only, and to endeavor by combining, to 
benefit each individual member, and for the protection of 
national adivertisers, reteailers and public. 

3. Membership shall be open to window display services 
that can meet the approval of the executive committee, 
membership requirements being (1) must be one year in 
business; (2) must show tangible assets invested in the 
business to the amount of $3,000; (3) recommendation of 
three or more maufacturers for whom the service has 
operated; (4) a bank recommendation; (5) recommenda- 
tion of three responsible institutions of reputably rated 
business houses as to character. 


4. Officers of the association shall consist of one presi- 
dent, one vice president and one secretary-treasurer, and 
a board of directors, consisting of the three aforementioned 
officers and five elected members. The president votes on 
the board of directors, only in case of a tie. 


5. The dues shall be $25 a year, payable in advance. 


6. For the present, headquarters of the association shall 
be at the office of the secretary-treasurer. 

7. The secretary-treasurer shall be bonded by a national 
bonding company as to character, honesty and integrity 
to the amount of $5,000, said sum to be increased at the 
option of the board of directors. 

8 A committee has been appointed consisting of A. A. 
Lesser, B. J. Millward and Samuel Gorson to discuss the 
question of pricé fixing, etc. 

9. The secretary-treasurer shall be reimbursed from the 
association funds* for all expenses incurred in conducting 
his office as secreteary-treasurer of the association, but 
no salary will be paid for his personal services rendered. 

10. The board of directors shall have jurisdiction over 
ali applicants for membership and decide as to the eligibility 
of the applicant and pass or reject the application by a 
two-thirds vote. 

11. The board of directors shall have jurisdiction over 
the action of the members by the association and shall 
have the power to expel any members violating the rules. 


12. All accounts that the individual members of the as- 
sociation are now handling must be listed with the main 
offices, and the secretary-treasurer shall get in touch with 
every national advertiser that does display work and rec- 
ommend the service to him. 

The asSociation will hold its next meeting at Cleveland, 
Ohio, September 29 to. October 1, in conjunction with the 
annual convention of the Window Display Advertising 
Association. A vote of thanks was extended S. Fisher, of 
Chicago, -for his untiring efforts in behalf of the new 
association. The following attended the meeting: 

B. J. Millward, Noyes Brothers & Cutler, St. Paul, 
Minn.; “A. A. Lesser, Universal Window Display Co.; 
Boston, Mass.; L. E. Kaplan, Dis-Play-Well Window Dec- 
orating Co., New York City; E. A Provencher, Eastern 
Window Display Co., Boston, Mass.; Ernest A. Dench, 
Sheepshead Bay, Long Island, N. Y.; S. Fisher, Fisher Display 
Service, Chicago; H. L. Brown, Advertisers Display Service, 
Indianapolis, Ind.; Samuel Gorson, Display Service , Co., 
Philadelphia; B. H. Alpern, Window Display Service Co., 
Pittsburgh, Pa.; R. V. Wayne, Detroit Window Display 
Service Co., Detroit, Mich., and R M. Pearce, of the Pal- 
mer Advertising Co., Inc., New~ York City. 
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Effective 
Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color’and introduced to displaymen 
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only one year ago has proven its great 
practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 


Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 


CINCINNATI, OHIO 
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Northwest Displaymen. Are Active 


Plan interesting convention to be held at Spokane, Washington, 
September |5-17—Other Pacific Coast news 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


HE Pacific Northwest Displaymen’s Associa- 
tion which was recently organized deserves 
much commendation for the splendid spirit of 
fellowship and enthusiasm which they have 
shown in the activities of the new club. The 

members of this organization are from Washington, Oregon 
Idaho, Montana and British Columbia and it is the aim 
t» have 90 per cent of the displaymen from these states 
as members before September 1. 

The dates of September 15, 16 and 17, have been set 
aside for a Northwest convention, which is to be held at 
the Hotel Davenport, Spokane, Washington. Karl Amdahl, 
well-known display manager of the Palace Dry Goods 
Co, of Spokane, has been selected as convention director. 
There is no ‘doubt but that Mr. Amdahl will prove an 
excellent man for this post, as he is much acquainted with 
all branches of display profession. Mr. Amdahl was at 
one time, first vice-president of the International Asso- 
ciation of Display “Men, and has been a familiar and popular 
figure at the conventions for many years. 


The Marie Antoinette room at the Hotel Davenport - 


has been secured as the convention hall. Here, model show 
windows will be erected, where competitive demonstrations 
will be held, with silver cups as the prizes offered to the 
winners of the events. Practically all of the larger manu- 
facturers of display equipment in the East, as well as the 
ccat manufacturers, have made arrangements to have their 
full lines on display. 


oa 


Los: Angeles Displaymen Hear Good Talks 

Seventy-five members of the recently organized Los 
Angeles Displaymen’s Club, which is affiliated with the 
International Association of Display Men, at a recent 
meeting heard a splendid address by Arthur D. Smith, 
director of advertising at Barker Brothers, Los Angeles. 
The theme of Mr. Smith’s address was the value of window 
displays and their productive results when linked up with 
newspaper advertising. In addition to Mr. Smith, Edward 
Langley, art dirertor of the Pickford-Fairbanks studios 
spoke on the artistic phases of window display. 


Many Improvements Made in Northwest Stores 


Agreeing with the tendency throughout the country 
towards an increasing appreciation of the importance of 
good display windows as a selling agency, many of the 
coast cities are having new backgrounds and other modern 
equipment and improvements installed in the windows of 
their stores. 

The Stone Fisher Co., of Tacoma, Wash., are making 
some very extensive improvements in their windows. The 
new backgrounds are of caen stone, with panels of grill 
work in antique finish, with black onyx marble base boards. 
New floors are being laid and modern lighting equipment 
installed. With these beautiful windows as the stage on 
which he may arrange his settings, Bert Smyser, display 
manager will have every inducement to put forth his best 
artistic efforts of which he is so capable. His display, 


Recent Photograph of Pacific Northwest Display Men’s Association Members ; Insert, Lower Left Hand Corner, 
Karl Amdahl, Spokane, Wash., Director of Fall Convention. 
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Mlen Wanted Positions Wanted For Sale W anted to Buy 








COMBINATION MAN 
WANTED 

An experienced window trim- 
mer and card writer wanted for 
department store. Give refer- 
ences, salary expected and all 
details in first letter. Position 
open immediately. Address 


WOLF WILE Co. 
Lexington, Kentucky 


AGENTS..A vest pocket side line novelty 
—The UZOVER price ticket. Can be used 
~ver indefinitely. Sample folder of 24 dif- 

ferent kinds, $2.00. No turn-downs. They 

buy them for beauty, economy and ser- 


vice, 


ART SIGN & NOVELTY CO., 
Lima, O. 

















MAKE YOUR OWN DUPLICATOR—Any 
size to meet your requirements. Prints 
hundreds of copies of duplicate signs, 
etchings, drawings, hand and typewritten 
letters. cartoons, etc., on paper, cloth, 
leather, stone or any smooth surface. 
Complete instructions and miniature set, 
price $2.00. Simple effective, inexpensive. 
ART SIGN & NOVELTY CO., Lima, O. 





SALESMEN WANTED—We have open- 
ings for a few men to sell our line of 
Window Display Fixtures, consisting of 
Period Wood Fixtures, Metal Stands, 
Enamel Forms and Wax Figures. We are 
manufacturers and our goods have been 
advertised extensively for years. A wide 
range of qualities and prices enables our 
men to sell to the high grade store, the 
average shop and the small retailer as 
well. Liberal commission. Address Box 
125, 151 5th Avenue, New York, care of 
DISPLAY WORLD. 














Live Wire Display and 
Advertising Man Desires 
Making a Change of 
Position 


Good executive, and knows 
the merchandising game 
thoroughly. Position must 
warrant $4,000. Am a pro- 
ducer and get results. “At 
present have complete 
charge of large store.” 


Address ““C. W. V.” 


Care DISPLAY WORLD 


DISPLAY MAN AND CARD WRITER 
Hard-working young man with thorough 
training in department store lines wants 
a position as displayman or assistant in 
a good progressive store. 

Address W. M., 
Care The DISPLAY WORLD. 

















FOR SALE 


You will recall the famous Youn- 
ker Brothers Christmas windows of 
last year. These great Christmas 


pictures and settings are ready 


for quick sale, or will trade same. 
Also mechanical teeter-totter with 
lion on one end, tiger on other 
and bear in center. Will also sell 
or trade this. For full particulars 
write 

Cc. J. BENEDICT 

Display Manager 
Younker Brothers, Des Moines, Ia. 








SIX BACKGROUNDS 
FOR SALE 


Four circles, two door- 
ways —each 9x12, orig- 
inally made by Bodine- 
Spanjer for Famous & Barr, 
St. Louis, in good condition. 
Will sell at a bargain. Pic- 
tures on request. 


We would like to buy 
temporary backgrounds for 
Fall use. 

The George W. Graham Co. 
Crawfordsville, Ind. 








CHICAGO POSITION WANTED —Display 





DISPLAYMAN OF ABILITY SEEKS POSITION 


Well known throughout the country. Twelve years of good variety experience. 
Can handle any line properly. Just finished contract for large concern building 
and installing elaborate displays in Ohio. 
quainted with all phases of display field. Would consider position directing display 
department for national. advertiser, or any retail display managership. 


Address “C. O.,’? Care The DISPLAY WORLD, Cincinnati, O. 


Best of references and thoroughly ac- 








Manager desires position with moderate 
Size store or as assistant display manager 
with large store in icago or Ne pray 
within next few weeks. ave had thor- 
ough training in every branch of display 
work and am at present located with a 
National display organization. Salary mod- 





Crate. Address H. H., 








| Box 48, 318 W. 57th Street, New York~City 


ADVERTISING IN THE OPPORTUNITY EXCHANGE 
brings good results at Low Cost 
$1.50 PER COLUMN INCH PER INSERTION 
Cash With Copy 














THE DISPLAY WORLD 





a SERENE 
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A. & W. Electric Sign Co 

Adler-Jones Co 

Andrade Display Service 

Art-in-Bronze Co 

Art Reproduction Co 

Artistic Wood Turning Works 

Baer’s, Incorporated 

Blick Co., Dick 

Blue Bird Studios 

Bodine-Spanjer 

Bridgeport Pen Co 

Chinn: Wipe Bard’ Co ws 'sss5 cen buiedickawscd sbawsbesecaseente 53 
Chicago Page 

Commerford Co 

Curtis Lighting, Inc 

Daily, Bert L 

Detroit School of Lettering 

Display Publishing Co 

Dis-play-well Window Decorating Service 
Donnelley Corp., Reuben H 

Doty Be Scrapper Gates 060... 6 os oo ok Sapte ccc eters 41 
Eastern Window Display Co 

Edwards & Deutsch Lithographing Co 
Electric Window Salesman Co 

Fisher Display Service 

Fixture Sales Co 

Fontaine Exposition Co., 

Frankel Display Fixture Co 

Frink, Inc., I, P 

General Sales Service Co 

Hexter & Co., S. M 

Hoerauf & Co., Arthur F 

Hunt Pen Co 

Hurlock Bros. Co., Inc 

Hydol Plush Co 

Jenter Artcrafts, Martin 

Kinnear Artcrafts 

Koester School 

Latimer & Co., Robert L 

Libbey Displays 

Lyons & Co., Hugh 

Millard & Merrifield, Inc 

Murdison Display Service 

National Card, Mat & Board Co 

National Decorative Co 

National Display Co 

Petes Te Ee piven ain vos Secpncentvetbihs uccaa baa enete 45 
Netschert, Inc., Frank 

Northern Fixture Co.......... ee Te ry er ee ee 47 
Noyes Bros. & Cutler Display Service 
Onli-wa Fixture Co 

Opportunity Exchange 

Paasche Ait Bia Co, 3 5se:.csccd eases Mibiverwnndeseee cnet 51 
Palmenberg’s Sons, Inc., J. 

Papyrus 

Pittsburgh Reflector & Illuminating Co..............eeeees 29 
Retlaw Visualizations 

Roth, Karl L. B 

Schack Artificial Flower Co 

Schmiedel, Geo 

Segall & Sons 

Shenker’s Display Decorations, Jack 
Smith, Geo. A 

Stan-Mark Service 

Taylor, Harry 

Thayer & Chandler 


Universal Window Display Service 
Watson Co., Geo. E 

Williams Display Service, J. D 
Windowcraft Valance & Drapery Co 
Wold Air Brush Mfg. Co 








featuring Luxite undersilks recently, was a most attractive 
one. The local theater was featuring the motion picture 
“Recoil” in which Betty Blythe is starring. As Betty 
Blythe’s recommendation is used by the Luxite manufac- 
turers, Mr. Smyser linked up his display effectively with 
the picture. 

The.J. B. Wahl Co., of Bellingham, Wash., has recently 
purchased the theater building adjoining their present loca- 
tion. This building will be remodeled and two more floors 
of the present building will be made available for the 
ready-toewear departments. This will give the Wahl Com- 
pany much needed space and also provides them with an 
opportunity to almost double their present display space. 
The windows of the present building will be remodeled 
and new backgrounds installed. An order for complete 
window equipment, including the latest model forms has 
been placed. These new fixtures are of graceful design, 
of mahogany, with black enamel stripings. 

The large corner window of the Grote-Rankin Co., of 
Seattle, Wash., is one of the most beautiful in the city. 
It has just recently been remodeled and made almost double 
its former heighth. New Colonial design paneled back- 
grounds complete an excellent setting for displays of the 
superior merchandise carried by this firm. 

Beginning August 1, Rassmussen’s, Inc., will serve their 
clientele for exclusive ladies’ garments at their new loca- 
tion, Pine and Westlake Streets, Seattle. Although the 
shop itself is on the second floor and must be reached 
from the elevators, a most excellent arrangement for 
window displays has been provided. The building being 
of flatiron shape, the smaller end of the structure on the 
ground floor was remodeled into an arcade from which 
one enters the elevators. 

The newest of Seattle’s exclusive ladies’ specialty shops 
is Francine’s, on Second Avenue, the former Carman loca- 
tion. The floor coverings, hangings and wall decorations 
of the two galleries of this attractive shop are carried out 
in taupe and rose with the furnishings of rich mahogany 
Charming wax figures, clothed in interesting and desirable 
garments make the display windows of the ground floor 
entrance most attractive. Francine will soon have another 
attractive shop in Tacoma, Wash. 

Benson’s, Inc., whose snappy fashignable and exclusive 
models are the heart’s desire of every-co-ed at the Wash- 
ington University are erecting a new building on University 
Way, Seattle. The new one-story building will have 180 
feet frontage. The display windows will be erected in an 
arcade arrangement with a single center entrance. The 
furnishings and equipment of the new shop will be of the 
finest and most inviting obtainable and equal to any shop 
in many of our larger cities. The display equipment and 
fixtures of the latest craft brown finish, and a number of 
wax models will be in readiness for the opening of the 
new shop in. September. . 





HICKOK COMPANY BUYS ANOTHER PLANT 
The manufacturing plant of M. B. Shantz, Inc., button 
manufacturers, of Rochester, N. Y., has been purchased 
by the Hickok Manufacturing Company, manufacturers of 
Hickok belts. The new plant consists of 100,000 square feet 
of floor space, and will be occupied by the Hickok com- 
pany in the near future. 





RICHMOND LUNCH ROOM WINS CONTEST 

A national window display contest conducted by The 
American Restaurant, a trade journal, was won by the 
Richmond Lunch, 8-10 Lafayette Street, Richmond, Virginia. 
Roy Dibble, display manager for the restaurant arranged 
the window which captured the award. 
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J. R. PALMENBERG’S SONS, Inc. 


“Creators of Display Equipment for Over 70 Years” 
63-65 WEST 36TH STREET, NEW YORK 


BOSTON 
26 Kingston Street 


- 


CHICAGO 
204 W. Jackson Blvd. 











SAN FRANCISCO 
11 First Street 


BALTIMORE 
122 W. Baltimore Street 
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A few of the users of 
Adler-Jones Decorations 


Gimbel Bros., New York, N. Y. 
Wanamaker’s, Philadelphia, Pa. 
Jos. Horne Co., Pittsburg, Pa. 
ree Lathrop, Washington, 


J. L. Hudson’ Co., Detroit, Mich. 

Jordan Marsh Co., Boston, Mass. 

Mandel Bros., Chicago, Ill. 

Emporium Dry Goods Co., St. Paul, 
Minn. 

T. Eaton Co., Toronto, Ont., Can. 

Goodwin’s, Ltd., Montreal, Que., 
Canada. 

ai a Dry Goods Co., Louisville, 

y. 

L. S. Donaldson Co., Minneapolis, 
Minn. 

A. Hamburger & Sons, Inc., Los 
Angeles, Cal. 

Frederick & Nelson, Seattle, Wash. 


Why this Catalog 
Means Increased 
Businéss for You! 


You buy merchandise because you know 
you can realize a profit on it. Why not 
carry out the same principle in selecting 
your Display Decoratives? 


Slow moving merchandise is the murderer 
of profits. In order to turn your mer- 
chandise.at a profit a stimulator of some 
kind is necessary. to produce a demand for 
this merchandise. 


Adler-Jones decoratives are built with that 
thought ever foremost. 


“The Guide to Better Window Displays” 
is serving America’s foremost merchants. 
Why not let it serve you? A copy is wait- 
ing for a word from you. It’s free. Write 
for it today! 











THE ADLER-JONES CO. 


649 South Wells Street 


CHICAGO 
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